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ADVERTISER'S WEEKLY 


ii 


To The Editor .. 


When criticism can 
‘nullify the ads.’ 


Sirk,-—The action of the Ameri 
can film companies in withdraw 
ing their advertising from. the 
Express group of papers has 
received very full comment in 
many newspapers of widely differ- 
ent character. But there is 
another way of looking at this 
matter which does not seem to 
have been mentioned anywhere. 

The motive for the action of 
the American film companies 
seems to be this: after paying 
considerable sums of money to 
advertise their films, they find 
that the effect of their advertise- 
ments is reduced, and perhaps 
completely cancelled out, by 
strong adverse criticism of the 
same films in the — editorial 
columns of the newspapers. Sup- 
pose that this were to happen to 
the advertising of an ordinary 
product. The manufacturer and 
the advertising agent would, I am 
sure, be most indignant; and they 
might well demand some recom- 
pense from the newspaper con- 
cerned. 

Surely tt is Only commonsense, 
and good business, for the Ameri- 
can film companies to stop throw- 
ing away their advertising money. 
The newspapers have called this 
“blackmail” and a “threat to the 
freedom of the press.” Yet is the 
conduct of the newspapers above 
criticism, if they accept payment 
for the advertisement of a film 
and, at the same time, nullify all 
the advertisement’s purpose by 
means of disparaging editorial 
comments? 

R. W. C. WINTERBOTHAM, 
105 Ranelagh Road, S.W.1. 


‘Wishful thinking’ 
and sponsored TV 


Sirn,—Neal Arden'’s recom- 
mendations for sponsored TV 
(A.W., January 15) seem to con- 
sist simply in finding a suitable 
copywriter. To qualify, the copy- 


writer must have three qualities: 
He must be informative, persua- 
sive and a good story-teller; his 
aesthetics must be sound; when 
presenting “a feast of beauty to 
the public” he must not slip in 
advertising slogans; he must have 
worked in the theatre, and not in 
radio. 

It seems to Me an extraordinary 
piece of wishful thinking to sup- 
pose that both the long-term and 
the short-term problems of spon- 
sored TV could be solved simply 
by hiring people. 

No doubt one of the problems 
connected with TV deals with 
hiring people. But to expect some 
paragon to turn up just at the 
critical moment, is perhaps a bit 
fanciful. So, where shall we start 
looking for TV personnel? In the 
agency world? In or around 
television organisations? Abroad? 
In other media? Shall we have to 
train people from scratch? In 
that event who is to do the train- 
ing? Are the problems of hiring 
and briefing creative people for 
television the same as for ad- 
ministrative folk? If so, how ts 
present agency practice to be un 
scrambled for the benefit of TV” 
If not, what are the differences? 

Eric GOLDSCHMIDT. 
Voice and Vision Ltd. 


— * 

Free gift schemes 

Sik, —Your two correspondents, 
Peter Johns QWanuary 15) and 
Beatrice Berman (January 22), 
seem to suggest that the various 
“free gifts” campaigns are killing 
themselves. The other night 1 
had occasion to. discuss this 
problem with I.S.M.A. students 
and this has provoked me to do 
a little checking up on local shops 
near my home. 

| find that in spite of the bar- 
rage put up by Surf, Tide and 
Dreft, the customers are swarm- 
ing in with the new Persil 
vouchers. But why do some 
vouchers offer a cheaper bar of 
soap while others apparently 
do not? 

The campaign for one washing 
powder seems to have caused 
friction between retailers and 
customers because only certain 
packets contain’ the — special 
coupons. 

| think on balance it must be 
said that the direct mailing of 
vouchers was a fine piece of pro- 
motion which went down well 
with both retailers and customers. 
but if carried too far, and 
adopted by other manufacturers, 
enthusiasm would begin to pall 
very quickly. 

F. W. JEPKINs. 
26, Oxtoby Way, S.W.16. 


Creators of 


DESIGN-PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


‘Showcards are 


paramount’ 


Sir, —How refreshing to find a 
director of one of the leading ad- 
vertising agencies prepared to 
recognise publicly the importance 
of “the Last Three Feet.” I fee! 
that Geoffrey Warren’s article 
(January 22) did not go far enough, 
however. Mr. Warren talked of 
departmental! stores and displays 
and appeared to have few good 
words to say for showcards, 
which he disposed of with the 
comment: “And very handy they 
are for packing too.” 

If a survey were taken of the 
display area available of all the 
little retail] shops in the country, 
and a comparison made with the 
display area available in depart- 
mental and chain stores, it would 
be found that the retail shop was 
of far more value, from the dis- 
play point of view, than the store. 


Is education good 
enough? 


is the machinery for education 
and qualification in advertising 
appropriate to the present structure 
and needs of the advertising 
business? Or has the time come to 
strengthen and rationalise it? 

ts the end-product of advertising 
education right? If not, how should 
methods of tuition be altered? 

These questions will be asked and 
answered in a series of four “Policy 
Platform” articles by the editor, to 
appear in the February issues of 
ADVERTISER'S WEEKLY. 


If this is so, then the importance 
of the showcard ts paramount, 
assuming that what Mr. Warren 
tells us regarding the importance 
of the “Last Three Feet” is true, 
and we believe it is. 

It is sometimes assumed, be- 
cause a Vast press -advertis.ng 
campaign is launched, that that 
is all that is necessary, but what 
of the “psychology of buying 
habits” of which we hear so 
much; of the creation of desire 
turned into action? One wonders 
how much influence a good dis- 
play at point of sale has in swing- 
ing a prospective purchaser seek- 
ing a certain type of goods, from 
one brand to another. The buy- 
ing impulse might be begun in 
the home, on a bus or through a 
hoarding and it may be hours, 
days or weeks before it is turned 
into action, and the existence of 
a good point-of-sale unit, whether 
showeard or display. at the time 
or place when desire js turned 
into action is paramount. 

The manufacturer who spends 
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a little less on press advertising 
and a little more on point-of-sale 
is actually using his competitor's 
press advertising and turning it to 
good account to his own benefit 
at the point-of-sale. Showcards, 
displays and signs are all impor- 
tant in their various ways and, 
of course, it is important that 
they are produced by organisa- 
tions of experience, with the 
proper facilities for producing 
high quality and _ properly 
designed and functional units. 
Whether this is done in co- 
Operation with an advertising 


agent or direct matters not at all. 
E. FREEMAN-KEEL, 

Sales Manager, 

Acme Showcard & Sign Co., Ltd. 


Access to the 


. 
voters’ list 

Sin, —I have good evidence that 
the manufacturers of a leading 
soap are using electoral lists for 
mailing purposes. 

Apparently they have ready 
access to these and it is not illegal 
practice. I do fee] strongly that 
such lists should be protected 
from commercial “tapping” 
especially when the circulars are 
addressed to “Mrs. Rogers” and 
me a hardened old batchelor. 

F. A. ROGeRs. 
47 Hornsey Rise Gardens, N.19. 


New list of NAGS 


members 


Sirn,--l am now compiling a 
new list of members of the News- 
paper and Advertisers’ Golfing 
Society and should be grateful if 
members would inform me of 
any change in their business and/ 
or home address and tclephone 
number. 

Details should be sent to me 
at 60 St. Lawrence Avenue, 
Worthing (tel: Worthing 3682) 

Poitie G. HUDGELL. 
Secretary, 


Walkers 


‘(Showcards) Ltd 
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great national sales force 
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ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., 
TOWER HOUSE, SOUTHAMPTON STREET, LONDON, W.C.2. 
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STUART MANDER, 
TEMPLE BAR 4363 (40 LINES) 
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There goes my foreman _ 


With the highest daily net 
sale in the world, the 


on his honeymoon 


Doing it in style, too. Where are they off to, Blackpool? 3 DAILY MIRROR offers 


Blackpool, my eye. They're off to Northolt, en route for Paris. = the most powerful mass 


That’s going to cost them something, isn’t it? — market coverage in the 


They can afford it. With his overtime he's knocking up more than ~ history of daily newspapers 
sixteen pounds a week. His missus has a job in one of my offices, too. —. 
They'll both go on working so you can reckon they'll have a joint = at the lowest square inch 


income in the £1,000 a year class. 
per thousand space rate 


You're right, they will. Come to think of it I bet there are any number 


of families on this estate with incomes like that. of all national dailies. 


I’m sure there are. They're not in the majority, of course, but even in — 
the families where there’s only one worker it’s pretty certain he’s = 
doing better than he’s ever done before. You’ve only got to count the 
television masts to see that. Go into their houses and you'll find 
plenty of other luxury products, too. There’s no getting away from it. ~ When planning 
By and large, these are the people with the money these days. 


your schedules, you 
MUST include 


DAILY MIRROR_ ™ paty surror 
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Sunday is ‘D day’ 


BIGGEST AD. 
BATTLE FOR 
MANY YEARS 


Return of branded petrol 
on Sunday will see the biggest 
advertising battle for years 
fully joined. 

Advertising by press, posters, 
direct mail, cinema screens, leaf- 
lets for dealers and their 
customers, and window bills are 
being used in the Shell and B.P. 
campaigns, reveals G. V. Nye, 
publicity manager for Shell-Mex 
and B. P., Ltd. 

On “Shel! Day” (February 1) 
and shortly afterwards dusters 
will be given to motorists bear- 
ing the words: “Make a clean 
start with Shell and B.P.” 

There are even tiny cards for 
toy garages. 

While Colman, Prentis & 
Varley’s Shell advertisements are 
using the slogan: “Fill up and 
feel the difference,” S. H. Ben- 
son's = for B.P. Super 
claims: - benishes pinking.” 


saa of humour i-34 


Large spaces are being taken in 
the nationals, London evenings, 
Sundays, main provincial papers, 
the technical press and a selected 
list of magazines for advertising 
which will continue at least 
throughout the summer months, 
says Mr. Nye. Much of the ad- 
vertising will be humorous in 
appeal. Yesterday (Wednesday) 
Shell had Picture Post's first full 
colour centre spread for an ad- 
vertisement that parodied the 
famous painting “September 
Morn,” while B.P. Super had a 
colour page in Illustrated. Both 
of these magazines were sent to 
Shell and B.P. dealers. 

Posters of all sizes will be used 
in a nation-wide campaign. Tran- 
sportation advertising will take 
the form of posters on the rear 
panels of London and provincial 
buses, and London Underground 
car cards. 

Dealer conferences, backed by 
®@ Continued on next page 


Hulton rumpus: Four directors 


out: Future plans 


‘NEW PUBLICATIONS; WE ARE ON 
THE MARCH’, SAYS CHAIRMAN 


| ate Hulton answered speculation about the future of 
Hulton Press—following the departure from the board of 
four directors, including John Pearce, the general manager— 

with a statement on Tuesday that his aim is “maximum stabili- 
sation and continuity combined with enterprise.” 

Commenting on a week of dramatic events at the publishing 
house he controls, Mr. Hulton (chairman and managing 
director) said: “We all hope this means that Hulton Press is on 
the march again.” 

He added: “New publications are already being planned.” 


The Hulton “shake-up” story no way connected with the com- 
began on Thursday of last week pany’s financial affai 
when Mr. Hulton himself called This news was followed on 
the city editors of the national Monday by a further statement 
newspapers to an evening press from Mr. Hulton, «announcing 
conference. that four directors were retiring: 

Mr. Hulton then announced John Pearce, Bertram Ogle, W. J. 
that the board of the company Dickenson, and Maxwell! Raison. 
was to be reconstituted; that . =e 
Jolin Pearce, a director and Joint statement 
joint general manager specially Mr. Ogle and Mr. Dickenson 
in charge of the editorial! issued a joint statement. It said 
side of Picture Post, was that on Wednesday, January 21, 
leaving; and that Frank Dowling, Mr. Hulton’s solicitor had an 
until] about six months ago man- interview with Mr. Ogic, and on 
aging editor of Picture Post, was Mr. Hulton’s behalf demanded the 
returning to Hulton Press in an resignation of Mr. Ogle, Mr. 
advisory capacity, with Picture Raison. Mr. Dickenson, and Mr. 
Post as his main interest. Pearce from the board 

Reconstitution of the board, “This was followed on Thurs- 
Mr. Hulton emphasised, was in @ Continued on page 185 
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:BOLAM LEAVES: 
‘MIRROR’ BOARD: 


A “Daily Mirror’ statement? 
yesterday (Wednesday) an- 
nounced: 

Silvester Bolam has _ relin 
: quishe d his office as editor of ¢ 
tthe “Daily Mirror” and? 
t resigned from his seat on the: 
* board following disagreements? 
2 ith the management which it: 
twas found impossible tot 
: compose. : 


Keen interest in 
‘smalls’ convention 


Details announced last week 
of the classified advertisement 
convention to be held in Birming- 
ham on February 17 have brought 
a keen response from all parts of 
the country, states the Newspaper 
Society. 

Advertisement managers and 
agencies have welcomed _ this 
event, 

In addition to the speakers an 
nounced last week, Frank Hayes, 
advertisement manager of the 
Manchester Evening News, will 
talk on “The administration of 
classified advertisements.” : 


Branded margarine 


The Minister of Food, Major 
Lloyd George, in a written reply, 
said he would restore branded mai 
garine “when | am satisfied that 
this can be done with advantage to 
the general public.’ 
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FILMS, DIRECT MAIL SUPPORT PETROL ADS. 


‘Fantastic response’ from dealers 


films and visual aids, have been 
going on for the past fortnight to 
explain plans and technical pro- 
cesses and to give car-tuning 
advice. 

Dealers are supplied with leaf- 
lets inviting customers to have 
their cars tuned. Dealer's Digest 
and, for their mechanics, the 
Strip-cartoon magazine, Service, 
are periodically supplied 

Stress is laid on the appearance 
of dealers’ garages Recently a 
coloured film showed them how 
to make their premises attractive 
As a matter of Shell-B.P. pub 
icity policy. and also in defer- 
ence to planning authorities’ 
wishes, banners will not be used 


Wide range of 
novelties 


Dealers will be playing an ever 
increasing part in Esso publicity 
With three new petrols on the 
market on Sunday, Esso advertis 
ing will be continued at “a very 
high rate.” 

Bernard Allen, Esso advertis 
ing Manager, who states that his 
company was the first to start the 
“selected outlets” scheme which 
has now been an important fea 
ture of petrol promotion for many 
months, states: “Our dealers 
have been doing a_ fantastic 
amount of press advertising. They 
have run everything up to full 
Paves In some Cases 

Esso are continuing to. offer 
their dealers a complete range of 
publicity material The dealers 
have the opportunity of running 
complete press campaigns, or a 
selection of individual advertise 
ments. Sales letters are supplied, 
direct mail campaigns, stationery, 
window displays, filmlets, posters 
and a complete range of novel 
ties including dusters, balloons, 
maps, and many other articles. 

Esso say they are running the 


THE 


il Lak 


biggest direct mail campaign in 
the country in addition to those 
run by their dealers. 

This year they will be under- 
taking a film campaign for the 
first time for three years. Two- 
minute animated cartoon films 
have been produced by G. B. 
Animations Ltd. 

The country scenes advertise- 
ments, which were launched early 
last year and have since covered 
16 different parts of the country, 
will continue to play an impor- 
tant part in Esso publicity. Here 
the dealer angle is again strongly 
featured. Each ad. features the 
dealer, with the Esso sign and 
pumps prominently displayed, at 
the service of a multitude of 
customers. 

What will Esso be doing on 
Sunday? “We have booked the 
biggest and as many spaces as 
possible,” states Mr. Allen. Their 
agents are McCann - Erickson 
Advertising Ltd. 


Broadsheet like 
a boxing glove 


“Regent packs punch” is the 
slogan the Regent Oil Co., Ltd., 
have chosen to sell their new lines 

Regent T.T., Regent Benzole 
Mixture, both premium petrols, 
and the standard Regent. 

They launched a major cam- 
paizgn last week with large spaces 
in all the national newspapers 
and a wide range of provincial 
newspapers. C. j. Lytle Ltd 
handle Regent petrol advertising 

Spearhead of the scheme was 
the sending of a “broadsheet with 
a difference” to retailers. It was 
in the shape of a giant red box 
ing glove. The pages inside 
carried information on how the 
public was to be told that 
“Regent packs punch.” 

In addition to the press adver- 
tising, large bulletin boards are 
being used throughout the coun- 


oy 
Cae 
ae" 
EXTRA 


po WITH 6 EXTRAS 


Great NEW pet : ny ied, Lam 


‘ 


try. Dealers are being offered 
blocks for local press advertising, 
banners, book matches, cinema 
slides and films, booklets, leaflets, 
novelties and point of — sale 
posters. 

One of the problems confront- 
ing the petrol firms is that the 
branded petrol is to be launched 
on a Sunday. “We would rather 
it was being launched on a Satur- 
day, then we would have the 
whole of the preceding week for 
a campaign to build up to the 
great day,” P. R. Gilbert, the 


Vernon Nye stated that Shell 
and BP. had been _ inspired 
through an advertisement’ in 
“Advertiser's Weekly” to become 
the first oil company to use the 
new film publicity medium, 
“Tips,” in which their products 
are “tipped” by Stirling Moss, 
the racing motorist. 


Regent advertising manager told 
ADVERTISER'S Weekly, “And, 
of course, nobody knows yet 
whether the public is going to be 
prepared to pay the little extra 
for premium petrols.” 


ere 


Picture of his 
double spread 


This week's issue of “Picture 
Post” will contain the first full- 
colour double page spread taken by 
an advertiser under ‘Picture Post's” 
recent comprehensive offer of these 
large spaces. This spread, appear- 
ing in the centre of the magazine, 
has been taken by Shell-Mex and 
B.P. Lid. 

The picture above shows a framed 
reproduction of this advertisement 
being presented to G. V. Nye, adver- 
tising manager of Shell-Mex and 
B.P. Ltd., by George A. Cooper, 
advertisement manager of “‘Picture 
Post.”’ Also present at this brief little 
ceremony at Shell-Mex House was 
Jack Beddington, a_ director of 
Colman, Prentis & Varley Lid. 


The National-Benzole  cam- 
paign, which has been running 
steadily since October, will reach 
its peak on Saturday and Sunday. 
With the slogan of “More Miles 
per Gallon” National-Benzole 
have been using large spaces in 
national newspapers and maga- 
zines, provincial newspapers, 
posters and bus panels. A film is 
in the making. Agents: London 
Press Exchange. 


SAFETY POSTERS PRINT ORDER 


Major-General B. K. Young, 
director-general of The Royal 
Society for the Prevention of 
Accidents, told a press confer- 
ence last week that the Govern- 
ment’s initial road safety cam- 
paign was quite admirable and it 
was a matter of regret that it was 
brought to an end 

rhis year the Society’s expendi- 
ture would probably be about 
£150,000, of which it was hoped 
the Government would contribute 
some £70,000, he said. The total 
national expenditure on road 
safety campaigns during 1952 was 
less than £500,000. and it was 
estimated that the reduction in 
road accidents saved the nation 
about £63 millions 

Thanking the press for its 
generous coverage of road safety 
matters, General Young said that 


road safety was a local job. It 
could not be done entirely by 
“spewing out paper” from 
London, but must be taken up by 
the provincial press just as much 
as the national press. 

The Society has a large annual 
output of posters, which are 
mostly designed by free-lance 
artists, and are sold to local 
authorities, motor transport 
organisers, clubs and other 
bodies. They comprise approxi- 
mately: for road safety commit- 
tees, about 20 a year, with a print 
order of 15,000-20,000 each; child 
safety posters for schools and 
local authorities, 24 per annum, 
15,000 print order; home safety 
posters, six, 5,000-10,000 — print 
order; and industrial, 50, with a 
print order of 5,000 each. 
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The ‘Motor’s’ 
golden jubilee 


The Motor marked its 50th 
birthday yesterday (Wednesday) 
with a Golden Jubilee issue of 
about 200 pages. 

Many of the congratulatory 
messages received from all over 
the world are reproduced editori- 
ally, and in addition many of the 
huge number of advertisers have 
embodied congratulations in ad- 
vertisements that take a glance 
back over the past fifty years. 

An effective cover in colour 
combines various antique and 
modern car accessories, in “mont- 
age” style. 

(See Mainly Personal, page 214) 


Lingerie link with 
‘Woman’ 


Odhams’ Woman is to provide 
the promotion for a new line 
being introduced by the Stock- 
leigh Hosiery Co.—a Proper Pride 
camisole top slip. 

Space has been booked, 
through their agents, S. H. Benson 
Ltd., in three issues of Woman. 
Showcards and dealer aid material 
will feature Woman together with 
the Proper Pride advertisements. 


The slip, which is of crepe 
with a lace top, will be available 
in four shades and retail at 
17s. 11d. 


At the Press Advertisement Managers’ Association gala dinner. Seated 


from left to right are Mrs. 


the president, G. 
vicar of St. 


Ewart Rumble, 
James's Advertising & Publishing Co., 
J. Studd and Mrs. 
Bride's, 


Stuart McConville 
Ltd., and Mrs. 
Studd, the Rev. 
and Mrs. 


of St. 
McConville, 
Cyril Armitage, 
Armitage. 


P.A.M.A. annual dinner 


“Speaking as Pamagala’s Chief 
My message is extremely brief; 
No flowers of speech will bud. 
I hope that in our tribal clime 


You have a simply splendid 
time.” 
This verse from the humor- 


ously illustrated programme, de- 


New-style campaign to ‘sell’ 
Ulster’s holiday attractions 


A new method of selling the 
holiday attractions of Ulster has 
been introduced. 

The campaign began at Oldham 
with a reception attended by pro- 
prietors, managers and staff of 
the local travel organisations. 
The borough was represented by 
the Mayor and Mayoress, chair- 
men of committees, and senior 
civic officials. Northern Ireland 
representatives included members 
of the local Ulster Association 
and officials of the Tourist Board. 


There was an exhibition of 
Ulster paintings. 

R. J. Frizell. the general 
manager of the Tourist Board, 


addressed the Oldham Rotary 
Club on “Northern Ireland and 
its holiday attractions.” 

The campaign is to be extended 
to other towns in the north. 

Professor W. Estyn Evans. of 
the Tourist Board, was respon- 
sible for launching the project. 


Kemsley interest 
in Birchalls 


Kemsley Newspapers Ltd. have 
acquired a substantial holding of 
the shares of Charles Birchal] & 
Sons Ltd., proprietors and pub- 
lishers of the Journal of Com- 
merce and Shipping Telegraph, 
the daily shipping and commer- 
cial newspaper, and of the 
monthly magazine Sea Breezes. 


The management of the company 
and the policy of its publications 
will continue as heretofore. 


E 


The mystery of the solitary 
illuminated letter E that has been 
seen on a Chelsea Embankment 
site for some days has now been 
cleared up. It has been placed 
there to enable councillors to 
judge what a complete illumin- 
ated sign would look like. 

Objection to the sign has been 
expressed on the ground that it 
would deprive courting couples 
of the darkness which they would 
prefer. 

Ihe proposed site is at 15 Lots 
Road. The sign, a three-line one, 
“Snowboy Flour Semolina,” 
would be 21 ft. high, 26 ft. wide, 
and 54 ft. 6 in. above ground. 


Sponsored radio 
bid for Grand 


National 


Every effort is being made by 
sponsored radio to “capture” this 
year's Grand National broadcast. 
In addition to the B.B.C. and 
Hector Ross Radio Productions, 
whose offers have already been 


announced, other parties are 
reported to be interested 
Hector Ross have offered 


£1,500 on behalf of two unnamed 
clients 

If Hector Ross should get the 
commentary it would be broad- 
cast at 6 p.m. over Radio Luxem- 
bourg on the same day. 


signed by Rumble, Crowther & 
Nicholas Ltd., admirably sums 
up the sentiment of the one brief 
speech at the Press Advertisement 
Managers’ Association gala held 
at the Connaught Rooms on 
Friday. Speaker was the president, 
George J. Studd, of the Western 
Mail. 

For (again to quote the 
gramme), “The Pamagalans, al- 
though a gay and. often 
loquacious people, place a strict 
taboo upon public assurances at 
their tribal festivities.” 

Entertainment, including a 
superb cabaret, was as lavish as 
oratory was lacking. For holders 
of lucky number programmes, 
there were many attractive gifts 
from advertisers. For every guest 
there was a carricr bag of 
presents. Everyone, in fact, did 
enjoy “a simply splendid time.” 


pro- 
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‘Advertise more,’ 


drapers urged 


An all-out campaign by drapers 
to get more of the public’s purse 
is urged in a leading article in 
Drapers’ Record 

It pointed out that for the three 
month period between July and 
September last year, for every 
20s. invested in apparel (exclud 
ing footwear), 22s. 3d. was spent 
on alcohol, nearly 21s. 9d. on 
tobacco, 12s, Id. on travel, and 
over 4s, 9d. on entertainment, 

“Those details prove convine- 
ingly that an all-out campaign 
by individual firms ... to make 
the public more clothes-conscious 
would yicld very satisfactory 
results, not only in the way of 
increased sales, but also by induc- 
ing customers to take greater 
pride in their appearance,” it 
claimed, 


An answer to 
‘lurid trash’ 


Lutterworth Periodicals, in a 
new national campaign, are adver- 
using their Boy's Own Paper as 
“the answer to the lurid trash 
which threatens every home.” 

The scheme was launched on 
Tuesday with an 8 in. triple ad 
in the News Chronicle and other 
spaces in the Manchester 
Guardian and Yorkshire Post. 

The ad. showed the cover of a 
gangster comic alongside one of 
Boy's Own Paper with the words: 
“This—or this?” Trade press ad- 
vertising is also appearing. 


Monckton for 
ISMA conference 


Sir Walter Monckton, Minister 
of Labour, will open the Incor- 
porated Sales Managers’ Confer- 


ence at the Imperial Hotel, Tor- 
quay, May 2-4. with an address 
on “Sales Efficiency and the 


Common Good.” 


Provincials refuse ‘Reveille’ ads. 
with Luxembourg mention 


Provincial papers with which 
Reveille has sought to advertise 
the fact that it is to publicise 
Radio Luxembourg programmes, 
are being discouraged by the 
Newspaper Society from accept- 
ing such advertisements 

This development follows on 
the news that. despite representa- 


tions from the counci! of the 
Newspaper Proprietors’ Associa- 
tion to the Daily Mirror -Sunday 
Pictorial group, Reveille will give 
editorial publicity to Radio 
Luxembourg programmes as from 
February 6. Unlike the Mirror 
and the Pictorial, Reveille News- 


papers Ltd., are not members of 
the N.P.A. 


A Newspaper Society spokes- 
man states: “The “Newspaper 
Society advertising committee 
noted that Reveille were issuing 
advertisements with reference to 
sponsored radio programmes. As 


this contravenes the Society's 
standing recommendations — of 
non-publication of such advertise- 
ments the committee have decided 
to issue a reminder of the stand 
ing recommendations.” 

Related matters about which 
there is considerable speculation 
are: press advertising by Radio 
Luxembourg and also by Radio 
Luxembourg sponsors 

Clement Cave, general manager, 
Radio Luxembourg Ltd. said that 


the question whether Radio 
Luxembourg would advertise 
directly in Reveille would have 


to be considered in due course 

A Reveille spokesman said that 
among questions now being dis 
cussed was whether advertise 


ments would be accepted from 
Radio Luxembourg sponsors, 
referring to their radio pro- 


grammes. 
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Does press provide right 
marketing information ? 


A sneech based on a “half- 
formed theory” that provincial 
newspapers do not provide ad- 
vertisers and their agents with the 
marketing information they really 
want provoked a lively discussion 
and many suggestions at the Pub- 
licity Club of London meeting 
on Monday. 

The spe aker was R. A. Gibbs, 
joint governing director Home 
Counties Newspapers; past president 
of the Newspaper Society and a 
member of its advertising commit- 
tee; and a council member of the 
Audit Bureau of Circulation. 

Choosing a fictitious breakfast 
food product to illustrate his point 
that no market data book could give 
the advertiser all the information he 
wanted, Mr. Gibbs said that, even 
if it could, the picture was con- 
stantly changing. New products and 
new campaigns were coming along 
all the time. 

The type of commodity that lent 
itself most easily to investigation was 
the branded commodity that was to 
a large extent home-delivered. But 
a large field of commodities was 
marketed through casual sale-—such 
as cosmetics, fine soaps, toothpaste, 
clothing and scores of others. The 
only thing to do, he thought, might 
be to assume that an untapped mar- 


Chosen for the 
Clubs’ Conference 


commuttee 
The following have been ap- 
pointed to serve on the Clubs’ 
Conference working committee : 


Chairman: W. H. Hamp 
Hamilton. 
Members: Mrs. 8S. Ayles, 


W. R. Balch, Harold Boulfer, 
Arthur Chadwick, Arnold Jones, 
Cmdr. A. Robertson-Macdonald, 
Gavin Starey, avd Miss §S. 
Weinberg. 

Further members will be co- 
opted. 


seeens 


ket existed, and that it was not less 
in size than the figures of those 
age groups which were just coming 
up to consumer status, 

“How to investigate counter sales 
in order to gather evidence from 
which you can determine the extent 
of an untapped market is something 
through which I must confess I can't 
see much daylight,” said Mr. Gibbs 

Pioneer work before the war, he 
said, was done by Malcolm Graham, 
of the Express and Star, Wolver- 
hampton, in his Retail Contact Ser 
vice. The contact man’s job was to 
call on a class of trader and obtain 
information about products stocked 
and comparative demand. The 
retailer was encouraged to support 
advertisers in the paper by special 
window and counter displays and to 
stock up with new products due to 
be advertised in the paper. The 
resulting opinions and comments 
were embodied in a report of tre- 
mendous value to the manufacturer 
and agent, 

Mr. Gibbs concluded by question- 
ing whether newspapers would not 
be giving more valuable service to 
advertisers and agents by occasional 
simple local investigations than by 
expending energy on the collection 
of general market data statistics. 


Club News 


Hull 
Two views on 
sponsored radio 


Two views on sponsored radio 
were expressed at Hull Publicity 
Club. Maurice Horspool, author of 
some 30 radio plays, said: “The 
normal ethics of advertising would 
need to be more rigorously observed 
because of the peculiar intimacy of 
radio in our own lives.” 

A. Cross, general manager of Re- 
diffusion Ltd., said that from the 
point of view of quick returns spot 
announcements were most effective, 
but the long-term policy which paid 
best was prestige advertising. 


Aberdeen 


The test of 
Coronation year 


The responsibility of advertising 
during Coronation year was empha 
sised by Leslie E. Room, director 
general Advertising Association, to 
the Publicity Club of Aberdeen. 

Pointing out that visitors to this 
country would be not only our 
guests but our customers, he said 
that we must see that they remained 
our customers when they went home. 
That placed a very great responsi- 
bility on advertising. 

“The foreign visitors cannot 
escape our advertising, and from 
the kinds of advertising that reach 
them they will make a mental pic- 
ture of the people,” he said. 


Oxford 
. 
Dazzling 

W. Geoffrey Dane, whose firm of 
printing ink and colour manufac- 
turers makes Day-Glo luminous 
inks, prophesied to the Advertising 
Club of Oxford that in a few years 
women would wear swim suits of 
more vivid colours and men’s neck- 
tics and socks would be dazzling. 


Stuart Mayes (left) and Fill Bullock, 

winner and runner up respectivel 

in the Regent Advertising Club 

tournament at Addington Palace 
Golf Club. 


Norwich and Norfolk 
First birthday 


Over 100 members and guests 
attended the first birthday dinner- 
dance of the Publicity Club of 
Norwich and Norfolk. 

The Lord Mayor of Norwich pro- 
posing the toast of the Club paid 
tribute to the vigour and energy of 
the five founder members and com- 
plimented the Club on its present 
membership of 78. 

Response was by Sir _ Basil 
Mayhew, president, who stressed the 
benefits to consumers which must 
result from advertising well planned 
and well executed. 

Sir Basil emphasised the way in 
which a code of standards had im- 
proved advertising until to-day 
“Advertisements combine art, clean- 
ness, and decency and really tell the 
consumer what he can get and what 
he can trust.” 


East Anglia 


Works wonders 


East Anglian Publicity Club 
(ipswich branch) heard Thomas 
Fassam, publications and press 
relations officer, Industrial Welfare 
Society, talk on “The Industria’? 
Editor and Human Relations.” 

“The impact of a_ well-edited 
employee magazine on the workers 
in a factory or a business house 
can be very great indeed,” said 
Mr. Fassam. He gave advice on 


promoting friendly relations through 
employee magazines. 


Yorkshire Pos photograph 


4 surprise item at a social of the Associate section of Leeds Publicity Club 
was this display of Scottish dancing by members of Leeds Scottish Country 


Dancing Club. 


Neville Swaine and Jim Nicholson, of Hes'ock’s studio. 


are second and third of the male dancers. 


He will help 
exporters in 


America 


R. G. K. Anson, former head of 
BETRO’S New York office, who 
has been with Colman, Prentis & 
Varley Ltd.,. for the past four 
months, is returning to America as 
marketing manager, Colman, Pren- 
tis & Varley, Inc. 

“I am taking with me a load of 
assignments from British manu- 
facturers,” he told ADVERTISER'S 
Week.ty. One of these will be to 
market mass-produced mobiles for 
the Miles-Griffin Co. 

His job, he said, would be to 
suggest and implement a host of 
recommendations concerning label- 
ling, packaging, distribution and 
pricing, to appoint suitable distribu- 
tors for those products not at 
present distributed, and to support 
and work with those distributors. 

He added: “This marketing 
operation will be a two-way business. 
In order to help American manu- 
facturers to study their markets in 
the United Kingdom against the 
time when freer trade is possible 
between the two countries, I shall 
by acting as the New York represen- 
tative for Market Information Ser- 
vices Ltd. (C.P.V. subsidiary).” 


OBITUARY 
John Flynn 


John Flynn, president for the last 
ten years of the Irish Master 
Printers’ Association, has died in 
a Dublin nursing home, aged 62. 

Though he was blind, and had 
been since youth, Mr. Flynn 
founded a number of businesses and 
several periodicals which he con- 
tinued to edit until his final illness. 
The businesses include: Monument 
Press (Dublin and Bray); Graphic 
Photo Engravers (Dublin and Bray) 
and Grafton Publications (Dublin). 
He was also a founder-member of 
Press Supplies Ltd. 

Papers he owned were: Model 
Housekeeping, Women's Mirror, 
Black and White (digest), Irish 
People Illustrated, Irish Nursing and 
Hospital World. We formerly had 
a weekly newspaper, the Bray 
Tribune. 


C. B. Reid 


Charles Blackhall Reid, chairman 
of St. Bride’s Press Ltd., with whom 
he had been associated for over half 
a century, died on Friday, aged 73. 

He was also editor of The 
Surveyor, a St. Bride’s publication, 
and was working until three days 
before his death. 

Mr. Reid joined the editorial 
staff of The Surveyor in 1899, a few 
years after it was founded. He 
became editor in 1917 and was 
elected to the board of the St. 
Bride’s Press Ltd. in 1934. He suc- 
ceeded to the chairmanship in 
February last year. 


Mrs. M. D. Howie 


The death is announced of Mrs. 
Margaret Duncan Howie, a director 
of Rex Publicity Service Ltd., and 
wife of Alex Howie the managing 
director of Rex and of Art Display 
Service Ltd. She came to London 
in 1929 when the London office of 
Rex was opened. 


F. E. Abbott 
South Coast manager of the 
Borough Billposting Co., Frederick 
E. Abbott died on Sunday, He was 
64 
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Book of world- 


wide reference 


Sir Alexander Maxwell, chair- 
man of the British Travel & Holi- 
days Association, welcomed pub- 
lication of a new book of world- 
wide reference, The International 
Year Book & Statesmen’s Who's 
Who, at a sherry party given by 
the publishers, Burke’s Peerage 
Ltd., last Thursday. He congratu- 
lated the publishers and _ their 
editorial staff on having produced 
a unique publication’ which 
should be invaluable not only to 
the 10,000 men and women who 
might be said to administer the 
world but the many more con- 
cerned in international affairs in 
many fields. 

The book contains vital 
political and economic facts and 
figures about each of the 95 
separate States into which to-day’s 
complex world is divided. In 
addition, there are biographies of 
some 8,000 of the world’s 
governors and administrators in 
politics, industry and commerce. 

To mark the appearance of the 
new work, presentation volumes 
were given to Sir Clement Jones, 
head of the Royal Institute of 
Internationa] Affairs; E. J. Pas- 
sant, director of research and 
librarian, the Foreign Office; and 
R. Howard. Board of Trade. 

More than 100 guests were pre- 
sent; members of the diplomatic 
service in London, British bank- 
ing and industry, the publishing 
and bookselling trades, and repre- 
sentatives of the U.K. and 
foreign press. 

* “The International Year 
Book and _ Statemen’s Who's 
Who” is reviewed on page 209. 
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HOW SALES 


ARE FARING 


A number of daily, evening, and Sunday papers have now released 


their A.B.C. or audited. average circulation figures fo: 
The following table gives 
for comparison, those for the January-June 1952 period 


July-December 1952. 


the period 


these figures with, 


Newspaper July-Dec. 1952 Jan.-June 1952 
_ The Times .._ 224,472 f 24a Cc 
Daily Telegraph .. - 977,302. 970.183 
Daily Mirror... —«.. 4,452,306 a 4,432,700 iy 
~ Daily Express  —-— wit  . | wea -.. 
News Chronicle... 1,399,534 1.406.515 ca 
~ Daily Worker a os - ae ‘ 98.028 
Manchester Guardian ee nw)Cté~=<CSS ~ | 127,083 
Financial Times .. as §9,020 60.385 
News of the World — 8,162,865 8,230,158 
Sunday Pictorial . ~ | §,128,887 5,046,640 
The —“— .... ~ 454,144 .. | 452,578 - 
The Sunday Times __ 506,586 + 495,300 ee 
The Star .. 1,107,358 | 1,164,223 
~ Evening > ly 764,996 786,695 
~ Manchester Evening News | 331,323 — a 330.245 
~ Bristol Evening Post ~ | 130,494 -- | 129,507 
~ Post Green 'Un (Bristol) — 56,646 .. | 54,647 ts 
~ Good Motoring ..— 30,663 — << ee ee 


Four aie will own shares 


When Arnold Morgan-Wil- 
liams, founder of Design Adver- 
tising Ltd., Leeds, died last May, 
he left the shares of the business 
on trust to his wife, and then to 
the employees if still with the 
firm. 

The death took place last week 
of Mrs. Morgan-Williams, and 
when probate goes through the 
four employees will own the 
shares. The new shareholders 
are Miss R. G. Barnes; Miss 
M. H. Cox: Mr. J. G. Copeland; 
and Mr. H. C. Davies. 

Mr. Morgan-Williams founded 


his advertising 


g agency as one- 
man business in 1934. It became 
a limited company in 1941. All 


the four new shareholders have 
been with the firm for many 
years. 


Poster contest 


Saturday is closing date for the 
International Poster Design Com- 
petition organised by the British 
and London Poster Advertising 
Associations. Hundreds of designs 
are pouring in to the Associations’ 
offices, 48 Russell Square, W.C.1. 


@ Continued from page 131 


Hulton: New 


day by a request from Mr. Hulton 
that Mr, Pearce should resign 
from his position as a general 
manager. 

“None of these matters had 
been previously considered by the 
board. nor raised by Mr. Hulton. 
His action is quite unjustified in 
the opinion of the majority of 
the board, more particularly hav- 
ing regard to the distinct improve- 
ment in the position of the com- 
pany’s periodicals during the last 
six months. 

“Furthermore. on the informa- 
tion which has been given to us, 
we are not satisfied that adequate 
arrangements have been made for 
the continuity of the mafiagement 
of the business, but, recognising 
that Mr. Hulton has in fact vot- 
ing control, and that further dis- 
cord can only damage the share- 
holders’ interests, we have decided 
to tender our resignations from 
the board.” 

In a second statement issued on 
Tuesday, Mr. Hulton said: 

“As you know, I have recently 
felt myself bound to exercise my 
powers as majority shareholder 
to effect certain changes on the 
board and in the management of 
the company 


directors are 


“I now want to say something 
about the future which is our 
chief interest. I look forward to 
the future with great confidence 
—and indeed I feel that we have 
every reason to do so, as the 
company enjoys, and has enjoyed 
for a long time, the services of 
an excellent staff. 

“So far as the future is con- 
cerned, I wish to place my 
emphasis on the maximum stabi- 
lisation and continuity combined 
with enterprise. There is no 
reason why we should not com- 
bine stability with enterprise and 
expansion—new publications are 
already being planned. 

“Since the price of Picture Post 
was reduced from 6d. to 4d. on 
August 23, the audited sales figure 
for the period to December 1952 
is 1.059.011. 

“Full arrangements have been 
made for the management of the 
whole business and there has been 
no break in the running of the 
company. 

“Vernon Holding, circulation 
manager, is acting for the time 
being as general manager. Mr. 
Holding has occupied an impor- 
tant position since 1934 when 
Parmers Weekly was first 


being chosen 


launched and has been for some 
time on the board of Eric Bem- 
rose Ltd. as the representative of 
Hulton Press interests. 

“Malcolm Messer, who has 
been editor of Farmers Weekly 
since I bought it in 1938, and for 
some little time has been on the 
board of the company, will carry 
on as both editor and director. 

“Frank Dowling, who has been 
appointed editorial adviser to the 
board, has taken over the super- 
vision of Picture Post from 
J. Hargreaves, who had been tem- 
porarily in charge of it 

“Mr. Hargreaves, the editorial 


manager of Housewife and Lilli- 
put, will, in accordance with 
arrangements made some time 
ago, now devote his fill time to 
running those two mazazines and 
to the control of the planning 
department, which has some in- 
teresting new projects in hand. 
“IT am confident that the ser- 


vices of Maxwell Raison, one of 
the outgoing directors, will be 
great value to the firm, as a full- 
time consultant. 

“The question of new directors 
has been under active considera- 
tion for some time past, and I 
hope to make an announcement 


soon about the matter.” 


ADVERTISER'S WEEKLY 


One of the new 
N.A.G.S. silver 
spoons, The initials 
are engraved in 
colour. 


New 


NAGS 
trophies 


L. W. Needham and M. L. 
Masius, captain and vice-captain 
of the Newspaper and Adver- 
tisers’ Golfing Society, plan to 
give N.A.G.S. a Coronation Year. 
New fixture to open the season 
is a golfing week-end at two 
famous courses. The date will be 
announced shortly. 

For the spring meeting there 
is to be a special Coronation 
prize, and awards of silver spoons 
are to be revived. Another new 
prize is a handsome silver bowl, 
Scotland's Quaich, and replica, 
presented by Donald Mathieson, 
editor of Golf Monthly. 

A N.A.G.S. member, D. E. 
Hardy, general manager, over- 
seas department, General Motors 
Ltd., has presented a gavel for 
use at the auction lunches and 
annual general meetings. 

Footnote; N.A.GS. autumn 
meeting has been changed to 


September 30, at Sunningdale. 


Scotland's Quaich, a new prize 

for competition as the committee 

will decide in due course, and the 
new N.A.G.S. gavel. 


. 
Portland Services— 
. . 

limited company 

Portland Advertising Services, 
Manchester, have now been 
formed into a limited company, 
with R. H. Wright, the founder, 
as chairman and D. O. Waring, 
the manager, as Managing direc- 
tor. Additions to the staff have 
also been made. 

The following new accounts 
have been taken over: Taylor & 
Wilson Ltd.. Accrington; Secto 
Ltd.. Blackburn; Ernest Scragg 
& Co. 
Diecasting Co. Ltd, 


Ltd... Macclesfield; Strebor 
Radcliffe, 
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G. Dodson-Wells 


W. Faux 


Helen Bethune 


D. S. Gore 


K.P. Warton 


January 29, 1953 


E. H. Templeman 


Step-up for 
Dodson- Wells 


G. Dodson-Wells, chief public 
relations officer, London Transport 
Executive, has been promoted to 
commercial advertisement — officer, 
British Transport Commission, 
J. L. Perren, assistant commercial 
advertisement officer, becomes 
deputy commercial advertisement 
officer, 

Mr. Dodson-Wells began in 
journalism with the Newark Herald 
and has worked with a number of 
papers including the Continental 
Daily Mail, the Daily Telegraph, 
and Country Life. He became P.R.O. 
to the London Transport Board in 
October 1946, 

Mr. Perren (son of S. H. Perren, 
London advertisement manager, 
Sheflield Daily Telegraph) began in 
Flect Street with Kemsley News- 
papers and has worked on the ad- 
vertisement staff of the South Wales 
Echo and, for seven years, as 
London advertisement manager, 
Sheffield Independent. We joined 
London Transport in 1947. 


* + * 
E. A. Ratcliffe, of Fredk. &. 


Potter Ltd., has been presented with 
a gold wrist watch on completing 
fifty years with the agency. When 
he joined the agency it was six years 
old. He became a director in 1924, 
joint managing director in 1932, and 
sole managing director in 1940. This 
position he voluntarily relinquished 
in 1950, but he remains an active 
director, 


(See Mainly Personal, page 214) 


Fellowships of 
the BDA 


It is announced by the national 
council of the British Display Asso- 
ciation that fellowships have been 
conferred upon the following mem- 
bers: E. H. J. Brydges, display 
manager, Daniel Neal, Ltd. (hon- 
orary secretary, London branch of 
the Association); M. N. W. Cann, 
Marks & Spencer, Litd., London, 
G. McEwan, display manager, 
Grant Bros., Croydon; and Stephea 
A. Green, Glasgow Co-operative 
Society. The presentation was mad 
at a luncheon of Fellows and guests 
at Frascati’s last Friday. 


* * * 

H. EF. Boreham has been ap 
pointed assistant advertisement man- 
ager of the Eastern Daily Press and 
Eastern Evening News, a position 
which has been vacant for some 
little time. Mr. Boreham joined the 
company four years ago. A. Jermy 
has been appointed London repre- 
sentative of the Eastern” Daily 
Press and associated papers. Mr. 
Jermy was branch manager at 
Cromer before becoming a head 
office representative a year ago. 


News About People 


D. 8S. Gore has joined the creative 
staff of Nevin D. Hirst (Advertising) 
Lid, and will work at Grattan 
House, Leeds. He was formerly 
visual aids officer on the staff of the 
chief information officer of the 
Ministry of Works, where he 
worked in conjunction with «the 
Central Office of Information. Sinc: 
then Mr. Gore has worked with 
Rooster’s Publicity. 

* * * 

A. H. Hird has been appointed 
managing director of George Mann 
& Co. (1932) Ltd., the Leeds print 
ing machinery manufacturers, in 
succession to W. B. Lindley who 
has been appointed deputy chair- 
man. 

* * 

Dudley Turner, chairman of 
Dudley Turner & Vincent Ltd., left 
by air for Switzerland and Italy this 
week. He will be away for approxi- 
mately a month, during which time 
he is visiting a number of leading 
commercial and industrial centres. 

* * * 

Lord Ramsden has resigned his 
office as chairman of the directors 
of the Monotype Corporation for 
reasons of health which have neces- 


sitated the reduction of his business 
activities. He remains a director. 
Brigadier Sir George S. Harvie- 
Watt has been elected chairman and 
John Spencer Wills, deputy chair- 
man. 

* * * 

Jack Worrow js to take charge of 
editorial and special publicity for 
Granada Theatres Ltd. and Trans- 
atlantic Pictures Corporation. He 
was formerly publicity director to 
the Boulting Brothers’ company, 
Charter Film Productions Ltd. 

* * * 


Laurence P. Scott (Manchester 
Guardian), sails from Southampton 
for America on Saturday and is 
expected to be away about two 
months, 


* * * 

W. T. Curtis-Willson, managing 
director of the Brighton and Hove 
Herald, and a former president of 
the Newspaper Society, has been 
elected interim” president of the 
International Federation of News- 
paper Publishers at a meeting of the 
executive committee held at San 
Remo. Mr. Curtis-Willson will hold 
office until the annual conference of 
the International Federaticn in Paris 
in May. 


Cecil H. King, chairman of the “Daily Mirror’ and “Sunday Pictorial,” 
returned on Sunday after four weeks in British West Africa. He visited 
Nigeria, the Gold Coast, and Sierra Leone, in each of which territories 
the “Daily Mirror’ and “Sunday Pictorial” group has a daily newspaper. 
This photograph from Accra shows members of the senior staff of the 


“Gold Coast Daily Graphic” with 


front row, left to right, K. W. Lines, 


general manager; M. Therson-Cotie, editor; Cecil H. King; Bankole 


Timothy, features editor; and A. 


Weston, director of West African 


Newspapers Ltd. 


£ 
a 


Faux heads NPA 
ad. committee 


W. Faux, advertisement director, 
Associated Newspapers, has been 
elected chairman of the Newspaper 
Proprietors’ Association’s main ad- 
vertisement committee. He is also 
chairman of the joint committee 
with the Newspaper Society. 

Other N.P.A. appointments are: 
vice-chairman, main committee, 
E. H. Hull; chairman, joint recog- 
nition committee, W. Memory; 
chairman, joint copy committee, 
G. K. LeFevre; members of joint 
committee, J. Blanch, F. James, 
G. K. LeFevre, and W. Memory. 


* * * 


Arthur F. Peirce has _ resigned 
from the Sunday Graphic, of which 
he has been assistant advertisement 
manager since 1946, and _ joins 
Odhams Press on February 2 to take 
up an appointment on the advertise- 
ment staff of Illustrated. Until the 
recent change of ownership he was 
also assistant advertisement manager 
of the Daily Graphic, and has been 
associated with Kemsley News- 
papers for 28 years. 


* * * 


Helen Bethune has joined John 
Haddon & Co. Ltd. to expand the 
agency's film and TV services for 
their clients. She originally came 
from Australia where she worked in 
the films division of the Govern- 
ment Department of Information. 
After further experience in the 
U.S.A., she came to this country 
in 1948 and has done editing, pro- 
duction and scriptwriting. 

Eric Gerres is joining Haddon’s 
aS an account executive. He has 
worked with Colman, Prentis & 
Varley and other agencies. 


* * * 


Kenneth P. Warton has been 
transferred from the advertisement 
staff of Display, Design & Presen- 
tation and appointed advertisement 
manager of Catering Management 
in succession to E. H. Templeman, 
who has been appointed advertise- 
ment manager of Travel World. 
L. E. Stone relinquishes his position 
as advertisement manager of Travel 
World at the end of January. The 
advertisement managers and E. 
Barnes, advertisement director, of 
the six Blandford monthlies, have 
an aggregate of over 75 years’ ser- 
vice with the company. 


* * * 


W. R. Phillips, production man- 
ager with Grant Advertising Ltd. 
for the past five years, has joined 
the traffic department of Mather & 
Crowther Ltd. His experience in- 
cludes eleven years with the J. 
Walter Thompson Co., Ltd. He 
also worked with Layton and with 
Knighton & Cutts. 
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She follows the fashionable line... 
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- Mand she has the wherewithal 
to follow that line to a 

happy conclusion, wheties 

it leads to clothes, cosmetics, 
perfumes, or things for the home. 
Her inspiration is the 

~, one magazine for the 


‘~ 
Yougger. smarter woman... 


ve , 
. y) a 
At lhe Sounget Sinavither Woman 


Advertisement Rates: £125 a page in black and white. £175 a page in colour 


THE NATIONAL MAGAZINE COMPANY LIMITED, 28 30 GROSVENOR GARDENS, S.W.1 
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“Ad. Weekly’ opinion poll on 
advertising conierences 


COMP 


TTITION AIMS TO PRESENT 


GUIDE FOR FUTURE POLICY 


HAT do you think about advertising conferences? 

This is what readers will be asked in the opinion poll 
competition “Advertiser's Weekly,” with the approval and help 
of the Advertising Association, is to run as a prelude to the 


Eastbourne Conference. 


The object wiil be to find out, 


as a service to the business, and 
to the 
what kind of conferences advertis- 
ing people really want. This, 
briefly, is the scheme: 

The competition will be in two 
parts ; 

First section will be a question- 
naire, compiled in consultation 
with the Conference organisers. 
This will contain a number of 
questions, so devised that they 
can be answered by “yes” or 
“no,” or by a selection from alter- 
natives 


Suggestions for 


improvements 
Second section will ask for sug- 
gestions, in not more than 150 


words, of ways in which adver- 
tising conferences could be 
improved 


Completion of the question- 
naire will be obligatory, but prizes 
(given by ADVERTISER'S WEEKLY), 
will only be awarded for the best 
suggestions. 

First prize will be £25, and 
there will be five other prizes of 
£5. These will be oven to all 
competitors. 

For entrants under 30, there 
will be ten consolation prizes of 
free registration for the East- 
bourne Conference, or an equiva- 
lent in cash for winners not 
attending the Conference. 

These prizes will be presented 
at Eastbourne, 

The judges 

Judges will be A. Everett Jones, 
chairman, Eastbourne Confer- 
ence Organising Committee, and 
managing director, Everetts Ad- 
vertising Ltd., Leslie E. Room, 
director-general, the Advertising 
Association, and the editor of 
ADVERTISER'S WEEKLY. 

Entry forms will be circulated 
to all readers of “Advertiser's 
Weekly” with next week's issue. 

Supplies will also be sent to 
all publicity clubs, Further copies 
will be obtainable from ADVER- 
TISER'S WEEKLY. 

Closing date will be Monday, 
March 23. Names of the winners, 
with their suggestions, will be 
published in ADVERTISER'S 
WEEKLY on April 23. 


Advertising Association, 


‘City propaganda 


to be discreet 


“Discreet and decorous use of 
the usual! means of propaganda, 
such as films, radio and press,” 
will be used by the new City of 
London Society, Ltd. 

Prominent city business men 
and some leading advertising 
agents heard Patrick Fleming (an 
associate of H. C. Drayton, who 
is acting on behalf of the 
Society's signatories), say this at 
a reception last week. 

According to a Society leaflet, 
among the misconceptions that 
the Society will seek to counter 
are that: “The Stock Exchange is 
a gambling hell; merchants are 
unnecessary middlemen; bankers 
do little useful beyond making 
profits out of other people’s 
money; and lawyers and accoun- 
tants spend much of their time 
helping clients to defraud the 
Revenue.” 

The appointment of advertising 
agents cannot be considered until 
the Society has first appointed its 
governors. 

A documentary film, “The City 
of London,” which deals with the 
history and work of the city, was 
shown as an example of the right 
sort of propaganda. 


MORE ALLOW 15% 


atest newspapers to allow 15 
per cent commission to agents 
are the Eastern Daily Press and 
its associated newspapers, and 
the Donvaster Free Press. 


? ‘Cured a 
(current cream) 


headache’ 


An attemot on Trotsky’s 
life, Hoover's chances in the 
American elections, and a 
German challenge to Musso- 
lini headlines of 1928—are 
being used in a new campaign 
for Malga Products Ltd., by 
Alfred Pemberton Ltd. 

One of the headlines repro- 
duced announces the introduc- 
tion of Malga cream. Accom- 
panying copy, for the bakery 
trade journals, states that a 
quarter of a century ago 
“Malga cured the _ trade’s 
$ current cream headache.” 


To show shirts 


J. W. Artists, Ltd., are the 
manufacturers of a new point-of- 
sale unit for the British Van 
Heusen Co., Ltd., designed by 
L. Callow. 

With an overall size of 26 in. 
x 13 in. x 16 in. deep, it incor- 
porates a back panel, flock 
sprayed black; an oval panel with 
copy and symbol silk screened in 
three colours, and a hardboard 


base portion, forming a ledge on 
which the shirt rests. 


Fish publicity needs local backing 


The White Fish Authority’s 
forthcoming publicity campaign 
should be linked to the retailer 
and should be backed up by local 
campaigns, Fish Industry urges 
in its January issue. 

“If advertisements appear in the 
national newspapers and are not 
followed up by the industry, 
especially those members who 
serve the public, half the money 
will have been wasted,” states an 
editorial, 

Discarding the suggestion that 


the W.F.A. advertising campaign 
should be kept from the hands of 
publicity experts, and handled by 
a committee of tradespeople, the 
editorial comments: 

“This is a dangerous suggestion 
if the industry wants to sell more 
fish. Whatever the commodity, 
the advertising specialist is the 
only person who can make a cam- 
paign effective. He needs almost 
a free hand. Campaigns guided 
and driven by a committee mean 
compromise.” 
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Full colour on 


Birds Eye packs 


New waxed paper wrappers 
carrying full colour photographs 
of the contents are to replace the 
familiar red, white and blue 
wrapper used by Birds Eye for 
their quick-frozen fruits and 
vegetables. Experiments have 
been carried out throughout the 
past year to ensure accurate 
colour reproductions of the pro- 
ducts on the wax-impregnated 
paper. 

The new wrappers are designed 
to give the impression that half 
the lid of the carton has been 
torn away to reveal the contents, 
brand recognition being main- 
tained by the use of a large 
Birds Eye trade mark across the 
top. 

Printed by photogravure from 
Ektachromes, the new wrappers 
make it possible for the house- 
wife to see at a glance what the 
carton contains. They will be 
used for all Birds Eye fruits and 
vegetables packed this year. 

The new wrappers were designed 
by Lintas Ltd. and are printed by 
Robinson’s Wax Paper Co. Ltd., 
Bristol. 


CO-OP GROWTH 
MAINTAINED 


The Co-operative movement con- 
tinues to grow both in membership 
and annual trade, it is revealed in 
a Study of Co-operative Trading, 
1951, produced by A. C. Nielsen 
Co, Ltd, Oxford, the marketing 
research organisadion. 

Retail sales have also risen. In 
1925, with 49 million members, 
retail sales totalled £183-6 millions, 
and the capital per member was £19; 
in 1951, with 10-9 million members, 
retail sales were £663-9 millions, 
and the capital per member £26. 


Resort publicity 
officers’ dinner 


At the annual dinner of the 
Resort Publicity Officers Association, 
held at the Criterion Restaurant, 
London, last week, speakers included 
the retiring chairman, J. E. Bodding- 
ton, publicity director, Bath; Stuart 
Bacon, director of entertainments 
and publicity, Bournemouth, retir- 
ing president; and the new presi- 
dent, A. Kinnear, director of enter- 
tainments and publicity, Southsea ; 
and S. Foord, director of publicity, 
Scarborough, the new chairman. 


‘A’ and ‘B’ ended 
Hornsey Journal is ceasing the 
publication of “A" and “B” editions 
at the end of this week. From that 
date all advertisements will appear 
in every copy and the pre-paid 
classified rate will be 3d. per word. 
For the first time the classified 
columns will be open to semi- 
ge advertising at a charge of 
2s. 6d. per s.c.i. 


y DISTRIBUTION of CIRCULARS and SAMPLES 


TOWNS 


Send for booklet giving full details of er available 
CIRCULAR DISTRIBUTORS LTD. 


THROUGHOUT 


LEIGH STREET, 
pt HOUSE, 215/221 


LIVERPOOL 1, 
REGENT STREET, LONDON. (RBGENT 


BRITAIN 


(ROYAL 8861) 
1081) 
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150,000 in first week 


® Who are the 150,000 readers 
of the NEWS CHRONICLE who 
entered in the first week of the 
NEWS CHRONICLE {£5,000 series 


of Home Planning Competitions ? 


A e They are the men and women 
of this country genuinely interested in 
planning their homes, who want a 
home of their own. 

They are the men and women 
of this country who are particularly 
receptive to new ideas and designs 
in the whole field of household 
furnishings, fittings and equipment. 

They are the intelligent, 
responsible citizens whom one can 
never afford to ignore. 
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‘Commercial TV brings salesmen right 
to the fireside’ 


AGENCY CHIEF FROM AMERICA TELLS 
OF SNAGS, OPPORTUNITIES 


Pye ge ses television provides the first real opportunity 
of taking salesmen on to the hearthrug to make their 
demonstrations, A. 0. Buckingham, who recently arrived from 
America to take charge of Young & Rubicam’s London office, 
told the Advertising Creative Circle last week. 


Three-dimensional 
displays 


Mullard'’s familiar advertisements 


featuring characters by Ronald 
Searle, now make their appearance 
as three-dimensional — point-of-sale 
displays. 

Three multi-coloured display 
stands have been produced, each 
containing a model of one of the 
characters and a facsimile of the 
“Don't Blame the B.B.C.”’ message 
underlining the need for regular 
valve-testing. 

The models, which include a 
soprano, a violinist and a bassoon 
plaver, have been adapted from the 
original drawings and cast in plastic 
wood by Frank McNichol who also 
designed the complete displays. The 
contractors were Kennedy Displays 
Lid. 


They want to stop 
the clash of dates 


An informal meeting of press 
relations officers was convened by 
Mrs. Gretel Beer (S. H. Benson 
Lid.) last Thursday to discuss 
ways of avoiding clashing be- 
tween dates of press receptions 
and conferences 

General opinion seemed to 
favour the keeping of a “master 
diary,” so that organisers could 
be informed of bookings. To 
examine the possibilities, a pro- 
visional committee was appointed, 
its members being Mrs. Beer, 
Mrs. Gina Frankling (Lintas), 
Miss Ingrid Etter (J. Walter 
Thompson Co.), Miss Anne Price 
Gohnson & Johnson), Sam 
Heppner (Mather & Crowther), 
Miss Bettie Spurling (lan 
Meredith), M. Higgins and 


Miss Sonia Whitfield (London 
Press Exchange), Colin’ Mann 
(Lintas), Miss V. LD. Impey 


(Young & Rubicam), Miss Mar 
garet Brinkman (Voice & Vision), 
Mrs. Julia Kirwan-Taylor and 
Miss Barbara Fontannaz (S. H 
Benson). 


a 


Many readers brought their 
managing directors, and there was 
a record attendance to hear Mr. 
Buckingham argue that commer- 
cia! television was the next best 
medium to personal selling. 

Discussing problems that had 
been encountered in America, Mr 
Buckingham said talent became 
stale after a while and new ideas 
became difficult to find. Audience 
got tured of seeing the same 
artistes week after week. 

Some people in Britain viewed 
the prospect of commercials on 
television with horror. “The only 
horrible thing you might be able 
to do has to be done in one 
minute- -because that is all the 
time you have. Actually it is 
nearer 40 seconds because you 
need 20 seconds for the station 
break and opening,” he observed 

Mr. Buckingham said there 
were three kinds of commercials. 
Those that entertained, those that 
irritated; and those that informed. 

An entertaining commercial 
could consist of a jingle or a 
song; it might use animation of 
the product or call in marionettes 
which could do a lot of things a 
human being cannot do. 

An irritating commercial was 
the most difficult to produce. It 
had to annoy the audience with 
some kind of monotonously re- 
peated sound and sell at the same 
time. There was danger here of 
causing offence. 


Three golden rules 

More than 75 per cent of all 
commercials in America were of 
the informative kind, telling just 
a simple story. In such a com- 
mercial three things had to be 
remembered: 

To show the product and call 
it by name. 

To introduce selling appeals, 
remembering that the time will 
not allow effective use of more 
than two or three. 

To be sincere. 

Mr. Buckingham said that they 
get 100 per cent identification of 
commercials of this kind. He 
warned against attempts to be 
clever. These were more than 
likely to confuse the audience. 
The best method of putting over 


selling points into people’s minds 


was by demonstration, but statis 
tics and testimonials had also 
been used successfully. Testimo- 
nials needed handling with special 
care. The character of the giver 
of the testimonials had to be 
chosen so that he or she could 
credibly be expected to use the 
product This ruled out the 
glamour boys. 

In the staging of a commercial, 
warned Mr. Buckingham, care 
had to be taken that the back- 
ground was not a distraction. Fast 
talking and phoney copy had to 
be avoided. Gimmicks, too, had 
to be treated with reserve; they 
were more likely to scare the 
audience than to create attention 
Too many characters were also 
likely to cause confusion. 


How costs are governed 


Mr. Buckingham then went on 
to describe the two ways of pro- 
ducing commercials for television. 
They could be recorded on film, 
or sent out live. Films were only 
used when the campaign was be- 
ing planned well ahead. 

It had been found necessary to 
allow three weeks for prelimin 
aries and eight weeks for actual 
production. For the whole of this 
period anything between 15 and 
50 people were involved. This 
gave some indication of how the 
cost was pushed up. 

He estimated that a reasonable 
commercial would cost 3,000 
dollars, but this estimate had 
been cut to 585 dollars when 39 
commercials making up a cam- 
paign were all made at the same 
time. About 85 per cent of com- 
mercials were recorded on film. 

Live commercials, though 
cheaper, presented plenty of pro- 
blems. Timing was not so easy, 
because it was not possible to 
cut as with film. A salesman had 
to be found who was both natura! 
and sincerely convinced about the 
product he was selling 

Mr. Buckingham ended by 
showing a reel of one-minute 
commercials just flown over from 
New York and a half-hour pro- 
gramme by Herbe Shiner which 
featured an “integrated” com- 
mercial. 


£11,000 damages 
for Col. Varley 

Col. Arthur Noel Claude 
Varley, aged 49, of Edith Terrace, 
West Brompton, was awarded 
£11,000 agreed damages with 
costs in the Queen’s Bench Divi- 
sion for injuries he received in 
1950. when a car in which he was 
a passenger hit a lamp standard 
in Hyde Park. 

Mr. Justice Slade entered judg- 
ment against the owners of the 
car, Colman, Prentis & Varley 
Ltd.. of Grosvenor Street, W. 

Sir Godfrey Russell Vick, Q.C., 
for Colonel Varley, said the car 
ran into the lamp standard for 
some quite inexplicable reason 
and plaintiff's injuries were such 
that the question of expectation 
ot life had been seriously affected. 

He did, in fact, suffer from 
thrombosis of the left leg and the 
surgeon said that should there 
be a recurrence it would be very 
serious for him. 


L. J. Fowler foume 
own company 


L. J. Fowler, late advertising 
manager of Kwikform Ltd., has 
set UP a New advertising company 

L. J. Fowler & Co., Ltd., 
Birmingham, at Park Chambers, 
276 Monument Road. Birming- 
ham 1. One of their first accounts 
is Wickham Engineering Co. and 
for the time being the company 
will specialise in building trade 
accounts. 

Mr. Fowler was previously 
associated with L. Graham 
Browne Advertising Ltd. and 
H. C. Longley Ltd. 


‘Democracy needs 
advertising” 


Advertising is essential in a 
democracy, whether industry is 
nationalised or not, Leslie E. 
Room, director general, Advertis- 
ing Association, told the Rotary 
Club of Aberdeen. 

In a democracy, he said, every- 
body had a right to express his 
opinion, which meant that a 
manufacturer must be allowed to 
say what he wanted to say about 
his product. And there must be 
freedom of choice. 


Newspaper finance 

The directors of Portsmouth & 
Sunderland Newspapers Ltd. have 
resolved that a further interim divi- 
dend on the ordinary stock for the 
year ending March 31, 1953, at the 
rate of 74 per cent less income tax 
will be paid on January 31. 
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Y 
THEATRE PUBLICITY LTD 


Leaders in the Screen Advertising field can 


now offer national advertisers the following 


coverage facilities 


f EXHIBITION OF 2-MINUTE FILMS IN— 


538 Odeon and Gaumont Circuit theatres 


3,109 independent Cinemas 
orn 3,647 


2 EXHIBITION OF 15-SECOND FILMLETS IN— 


538 Odeon and Gaumont theatres 


Exclusive filmiet rights in 
1,606 Independent Cinemas 


rorat, Lgl 44. 


Theatre Publicity Ltd. therefore, now has exclusive filmlet exhibition rights in 
over 50%, of all cinemas showing Screen Advertising in the United Kingdom 
and Eire. For full details of the Screen Advertising Services offered by 
Theatre Publicity Ltd., apply to— 


S. S. WHEELER, Managing Director, THEATRE PUBLICITY LTD., 124-128 FINCHLEY ROAD, N.W.3. Telephone: HAMpstead 4424 
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WN Remember point of sale 


BIG SUBJECT 


Opinions vary on the value of 
conferences, but there can be 
little doubt about the value of 
two events just announced: a 
convention in Birmingham to 
discuss classified advertise- 
ments, and the autumn clubs 
conference at Harrogate. 

Smalls, as they are known, are a 
big and too long neglected sub- 
ject. Since the war their extent 
and importance have steadily 
advanced, but they are not 
always given the attention they 
warrant, 

Many newspapers have had wait- 
ing lists for classified adver- 
tisers, with as long as seven 
weeks between submission of 
copy and insertion. Display 
advertising may have been 
limited, but not to the same 
extent. 

Now there are welcome moves to 
give the classified columns the 
treatment they deserve——and 
earn. Not least important is 
the suggestion that greater 
pride should be taken in pre- 
sentation and typography. 

Publishers will welcome this Bir- 
mingham move to give greater 
consideration to this aspect of 
advertising. 


Tasks for clubs 


The clubs conference can do 
nothing but good. Such a 
gathering is needed now and 
then, both to stock-take and to 
pull the movement together. 

While the clubs have never been 
stronger in numbers and en- 
thusiasm, they still suffer in 
their collective aspect from 
certain weaknesses. Insulavity 
is one. Lack of cohesion 
through a strong central organ- 
isation (with all respect to the 
Advertising Association) is an- 
other. Shortage of funds is a 
third. 

What this conference can and 
should do is to get down to 
these problems and seck prac- 
tical solutions. 


National movement 


At the same time, because it will 
gather members of all the 
widely dispersed clubs for a 
common purpose, it will 
emphasise the unity of the 
whole movement. 

The conference will provide an 
opportunity to stress that the 
movement is a national one 
and that the clubs have a 
collective responsibility to the 
advertising business 


ERHAPS the greatest truth 
in the modern advertising 
world is crystallised in that 
classic saying of Mark Twain, 
“An unadvertised article is like 
a mule—without pride of 
ancestry or hope of posterity.” 
There are many other sayings 
whose force does not diminish 
with age, but to which, in fact, 
we pay litthke more than lip ser- 
vice. I have in mind particularly 
the great 
slogan of the 
late Gordon 
Selfridge. 
“The cus- 
tomer is al- 
ways right.” 
In these 
days when 
advertising 
rates have 
soared to 
such = astro- 
nomical 
heights, one 
cannot _ risk 
‘uthorising 4 campaign without 
first being quite certain of the 
size and direction of the target 
Yet it is only too easy, in the 
high-powered world in which we 
live, to give all attention to the 
theory and mechanics of the job, 
and devote singularly little 
thought to the end-product, the 
customer. 

In these days we hear much 
about the efficacy of market 
research. And indeed its import- 
unce does not grow less. I sug- 
zest, though, that it is vital for a 
big national advertiser to. get 
market research into its proper 
perspective 

How often we read of this or 
that concern undertaking a gigan- 
tic market research and discover- 
ing astonishing facts about a 
product and public reaction to 
that product. In many instances 
| suggest that this market re- 
search simply denotes that the 
idvertiser is out of touch with 
reality. Not that | have anything 
against market research in itself 

indeed, as I have already indi- 
cated-—-I am a great believer in 
its usefulness. But, in my view, 
market research should be a con 
stant process. Any firm that is 
really on its toes should have 
machinery that keeps it in con- 
stant touch with public taste. It 
is quite wrong to wait until sales 
decline, and then have to com 
nission an agitated market 
research to discover the reason 
why 


* * * 
Many readers of ADVERTISER'S 
Wetkry will remember the classic 
blunder some years ago A 


says 


S. A. LANCASTER, 
managing director, Procea Products 
Lid., who writes this week's 


GUEST COLUMN - 


—— — 


big saiiaidiniiies decided to 
launch a new brand. He invested 
in a large and very clever adver- 


tising campaign Alas, the pro- 
duct did not reach the shops 
until a fortnight after the cam- 
paign broke. As a result. frus- 


trated customers, after trying a 
few shops, gave up the chase 
and the product, when it did 
reach the shops, was no longer 
asked for 

This story is perhaps shghtly 
irrelevant to my main theme, but 
it illustrates very well the point 
I want to make advertising can- 
not by itself do the trick; it can 
only be successful if it is closely 
co-ordinated with a carefully 
conceived marketing and sales 
policy. 

4 ‘« 

This brings me on to another 

hobby horse. 1 have referred 


above to the enormous sums in- 
volved in national advertising 
campaigns to-day. I am aston- 
ished at the number of big firms 
which delegate their advertising 
decisions to comparatively junior 
executives. Personally I believe 
that advertising is such an im- 
portant factor in modern trading 
that no one less than the manag- 
ing director should make the 
policy decisions. 

In our own case we operate 
through the medium of regular 
top-level meetings with our adver- 
tising agency and | believe this 
system to be the one that pro- 
duces the best results. At these 
meetings we review all aspects of 
advertising, public relations, pub- 
licity, promotion, works relations, 
and so on. 

In some companies—judging 
from what I hear—advertising 
has much in common with the 
proverbial red tape of Whitehall. 
The advertising manager finds it 
difficult to get the ear of his 
directors. As a result, decisions 
are often delayed and valuable 
opportunities lost. 


To-morrows TOPICS 


@ Rumour says that a high level, 
behind-the-scenes suggestion is 
that Aneurin Bevan should be 
invited to address the Adver- 
tising Association Conference 
to be held at Eastbourne in 
May. 


@ Latest developments in the 
publishing world point to a 
bigger-than-ever battle for 
circulation and ads between 
the leading general appeal 
magazines. 


@ Striking successes of recent 
experiments will lead to 
further advertising by 
periodicals in popular 
national dailies. Publishers 
say large space advertise- 
ments have added thousands 
to their sales figures 


@ New sales methods are being 
developed by a soft drinks 
manufacturer to meet 
vigorous competition ahead. 
In some areas three sales- 
men are being engaged to 
cover the territory previously 
handled by one man 


@ Special publicity schemes are 
being prepared for the 
super - strong Coronation 
heers now being brewed. 


@® Big drive by cigarette manu- 
facturers is expected to com- 
bat effects of the latest 
stories that smoking may be 
responsible for lung cancer 


@ When the petrol war starts 
on Sunday garage hands will 
try a “bonnets up" tech- 
nique. At dealers’ confer- 
ences. pump owners and 
operators have been “sold” 
on the idea that “every 
gallon of petrol sold will sell 
a definite proportion of 
other items,” and “getting 
one’s head under the bon- 
net’ is a part of the tech- 
nique. 


@ Developments in screen adver- 


tising within the Rank group 
may be countered by opposi- 
tion in the same field from a 
rival combine. 


ROUND TABLE 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


TEMPLE BAR 2468 


112 HIGH | HOLBO REE 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


Generel Monoger: G. L. McLELLAN 


a — er 
, r 
i a 7 
BY | 
; 
. 
‘i : 
_ 
| & 
f 
, 
a : 
a 
‘ ' 
; ee 
a | ee heat ate ere s SS Mr 
rs ir: RESE oo a 
: es i >, we! BL 


ANUARY 29, 1953 
193 
ADVERTISER'S 
S WEEKLY 


; mu 
oe e Kins received | your copy 


Poster Audience? 


r of different people who have the 


display ed poster 


The numbe 
opportunity 


-..Uf not apply to- 
OUT 
DOOR PUBLICITY LIMITED 


ee 
OLD BURLINGTON STREET wW.! 
TELEPHONE: REGENT 4286 ae 


to see a 


ge a 
| | 
 § Uy LILts LUUZte ee 
; 2 peerets en 7 J iv wis P aa . : 
. ranch QD 
pOSTER RESEAR 
| Al ol f eo} Alc’ wed 
| A Di ‘dap 8G iM e i 
Nin a j F(t Wee act } 
m\\t |} —> N's A Vg . 
<u weed Al ateet- ti Me 
Levi | paw Mae i 
Oia 70S ‘ ite, Wyn Tac . nee Lhe | 
| ee ar a \3 t errs ee ot mt ¥ R 4 
| SPURT Neh 2: Sages EO. ae 6 ey me ae 7 
f . fees we . a xe ahi, Ms : y, ome 4 oa . 
a hs Ra}; eso) we ‘ ; f. Pa iad 
Wr i , D , <W Peon al } ‘ ‘; oa 
Ro A y A, Wek \ ie \ es 
ye, +2 “ ‘ e. 
a ie 3 
at 1st he ¢ 
| 5 ia 
| | 
4 


ey 
oe 


ADVERTISER'S WEPKLY 


194 


TWO IDEAS NOT WORTH A BUTTON, BECAUSE— 


VW HEN Dr. Gallup began 
to make a success of his 
system of testing the notice- 
ability and readership of adver- 
tisements there was quite a 
flutter in the dovecots of the 
research industry, and all 
manner of weird copytesting 
systems were hurriedly an- 
nounced. As long as_ they 
were different from Gallup's 
methods, the inventors were 
well satisfied. After all, it 
wouldn't be easy to prove that 
they were not at least as good 
as Gallup or even better. 
Weirdest of all was the notion 
of collecting a panel of typical 
prospective customers—-which in 
itself was no mean task—and 
asking them to pick the best from 
a whole series of proposed adver- 
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Professional people are human 


beings—not a race apart 


COPYTASTER, in this week’s Review of Advertising, discusses 


tisements for the client’s goods. 
The fallacy, of course, is that 
the moment your jury begins to 
think consciously about adver- 
tisements as such it begins to 
think about all the wrong things 
from the wrong viewpoint. 


THROUGH SKIN 


A woman who really thinks 
critically about a fashion ad., 
for example, might surely notice 
that the models bear no kind of 
resemblance to any woman that 
ever was or ever will be. Their 
legs and necks are too long, their 
behinds too small and so forth. 
She might notice that the 
copy scarcely made sense and 
certainly gave her less than a 
tenth of the information § she 
ought to have before opening her 
purse. But women do not look 


“Newspapers 


are by far the 
most efiective media 
in reaching the public” 


Major Dilwyn Jones, Chairman, Advertis- 
ammmmes iny Committee, Llandrindod Wells Develop: ===" 


ment Association. 


and by far the most effective 
coverage of Wales is the 
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at advertisements ip that frame ¢ 
mind. Indee 
much read th 
and minds 
through their 
For the sam 
distrust anybe 
the law abe 
ing 
“Architeets § 
a lot of copy. 
is an architect 
data sheet” 
“Your copy 
must be imp 
dignified, but 
as you like in® 
Ask such 
know and ei 
that all the 
technical jourt 
and nine hun 
chants can’t 
will say they-k 
they've talked 
tects, doctors 
advertisements} 
the same. 
Neither repl 
Professional 
race apart, 
their arteries 
instead of fing 
hungry, they 
in love and ha 
long for cop 
and laugh at 
ridiculous to 
suddenly beco : 
and unresponsiveness to all nor- 
mal stimuli the moment they pick 
up a technical journal. This is 
not denying that they will read 
a highly technical advertisement 
if it is presented in an interesting 
way and gives them solid and 
useful information that they 
want to know at the moment 
But they will read a completely 
non-technical advertisement, too 
and read it all the more care- 
fully and receptively if it is a 
refreshing oasis in a desert of 
dry technical data. 


‘| AGREE’ 


There is, for example. the 
double page spread for Williams 
& Williams in the January issue 
of Architectural Review. It has 
made another advertiser from the 
same journal very sad and sorry. 
“As a semi-technical advertise- 
ment it entirely loses its point.” 
he says, and for various reasons 
I agree with him. 


One page is devoted entirely to 
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av not qQuarre ih its 
approach. The pencil sketch is 
unusual and arresting and the 
arrangement and _ typography 
make the copy look as alluring 
as a frosted goblet in a heat 
wave. Not in a lifetime will any- 
one persuade methat great hordes 
of architects turned a blind eye 
to it. 

The complete absence of any- 
thing resembling a specific fact. 
argument or selling point that 
might set a bell tinkling in an 
architect's head is surely to be 
regretted. No doubt there are 
reasons. Perhaps architects know 
all about the goods and only 
need reminding, but even in 
those circumstances it would be 
better to say just one kind word 
for the product-—-one word or 
phrase that might come back to 
somebody's mind at the critical 
moment. 

The real fault of the advertise- 
ment, and I consider it a really 
dangerous error, is the suggestion 
that the goods were sold less on 
merit than on dry martinis or 
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SE for a composite effort by one of 
porting industries, in association with 
and technical publishers. 


Dec. 16th :— 


President Mr. Bottomley: In view of the fact 

ili arrange — that the Minister thinks that this is 
opy of the an excellent catalogue, will he con- 

ed Manu- sider drawing the attention of other 

in view of _ industries to the way in which it is 
message presented—in other words, the 

to this _ language of the country in which it is 

, hoped to sell the goods ? 

for Over- Mr. Mackeson: Yes, I hope that 
atacopy hon. Members on both sides of the — 
House will look at this catalogue. 


Fifteen thousand copies of this 1020-page Catalogue were 
compiled, printed, bound and distributed for The British 
Electrical & Allied Manufacturers’ Association (Inc.), by 


ILIFFE & SONS LTD 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1. WATERLOO 3333 (eo LINES) 
with their associated companies 
SANDERS PHILLIPS & CO. LTD., LONDON, S.W.g. (Printers) 
CHAPEL RIVER PRESS, ANDOVER, HANTS. (Binders) 
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TWO IDEAS NOT WORTH A BUTTON, BECAUSE— 


WHEN Dr. Gallup began 
to make a success of his 
system of testing the notice- 
ability and readership of adver- 
tisements there was quite a 
flutter in the dovecots of the 
research industry, and all 
manner of weird copytesting 
systems were hurriedly an- 
nounced. As long as_ they 
were different from Gallup's 
methods, the inventors were 
well satisfied. After all, it 
wouldn't be easy to prove that 
they were not at least as good 
as Gallup or even better. 
Weirdest of all was the notion 
of collecting a panel of typical 
prospective customers—which in 
itself was no mean task—and 
asking them to pick the best from 
a whole series of proposed adver- 


Professional people are human 
beings—not a race apart 


COPYTASTER, in this week’s Review of Advertising, discusses 


tisements for the client’s goods. 
The fallacy, of course, is that 
the moment your jury begins to 
think consciously about adver- 
tisements as such it begins to 
think about all the wrong things 
from the wrong viewpoint. 


THROUGH SKIN 


A woman who really thinks 
critically about a fashion ad., 
for example, might surely notice 
that the models bear no kind of 
resemblance to any woman that 
ever was or ever will be. Their 
legs and necks are too long, their 
behinds too small and so forth. 
She might notice that the 
copy scarcely made sense and 
certainly gave her less than a 
tenth of the information § she 
ought to have before opening her 
purse. But women do not look 


“Newspapers 


are by far the 
most efiective media 
in reaching the public” 


Major Dilwyn Jones, Chairman, Advertis- 
owes ing Committee, Llandrindod Wells Develop: == 


ment Association. 


and by far the most effective 
coverage of Wales is the 


WESTERN MAIL 


AND SOUTH WALES NEWS 


Head Office, 


London Office, 


CARDIFF. 
Advertisement Manager, 


176 Fleet Street, 


Tel. 33022 
HARRISON 


E.c.4 


R. H. 


Manager: GEORGE 5. STUDD. Tel. Central 469! 


at advertisements in that frame of 
mind. Indeed they do not so 
much read them with their eyes 
and minds as absorb them 
through their skins. 

For the same reasons | always 
distrust anybody who lays down 
the law about technica! advertis- 
ing 

“Architects won't put up with 
a lot of copy. All they care about 
is an architectural drawing and a 
data sheet.” 

“Your copy for medical journals 
must be impersonal and very 
dignified, but you can be as cosy 
as you like in the nursing papers.” 

Ask such people how they 
know and either you'll be told 
that all the advertisers in the 
technical journals do it that way 
and nine hundred builders’ mer- 
chants can’t be wrong, or they 
will say they know the profession, 
they've talked to scores of archi- 
tects, doctors or nurses about 
advertisements and they all! say 
the same. 

Neither replyis worth a button. 

Professional people are not a 
race apart. with formalin. in 
their arteries and slide rules 
instead of fingers. They become 
hungry, they feel pain, they fall 
in love and have ambitions, they 
long for comfort and security 
and laugh at jokes. It is quite 
ridiculous to imagine that they 
suddenly become cold. inhuman 
and unresponsiveness to all nor- 
ma! stimuli the moment they pick 
up a technical journal, This is 
not denying that they will read 
a highly technical advertisement 
if it is presented in an interesting 
way and gives them solid and 
useful information that they 
want to know at the moment 
But they will read a completely 
non-technical advertisement, too 

and read it all the more care- 
fully and receptively if it is a 
refreshing oasis in a desert of 
dry technical data. 


‘| AGREE’ 


There is, for example. the 
double page spread for Williams 
& Williams in the January issue 
of Architectural Review. It has 
made another advertiser from the 
same journal very sad and sorry. 
“As a semi-technical advertise- 
ment it entirely loses its point.” 
he says, and for various reasons 
I agree with him. 


One page is devoted entirely to 
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technical advertising and the 
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people to whom it is directed. 
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They are not, he maintains, 

a race apart, with formalin 

in their arteries and slide 
rules instead of fingers. 


LU I 


an excellent pencil sketch depict- 
ing a grinning young man leaning 
against a table littered with 
glasses, ash trays and packets of 
cigarettes, Copy on the opposite 
page announces: 

- . | met the old boy at 
Monte. I was on ae bit of a 
yachting party with young Storm- 
guard. He wants to build a new 
factory. | met him again a couple 
of nights ago in the Ritz bar and 
I think we've got the job. You 
know the sort of stuff—wall of 
glass and so on. How? Oh, 
Aluminex Patent Glazing of 
course. Now have another drink 
and let's discuss detail. . . .” 


NO BLIND EYE 


I have not quarrel with its 
approach. The pencil sketch is 
unusual and arresting and the 
arrangement and _ typography 
make the copy look as alluring 
as a frosted goblet in a heat 
wave. Not in a lifetime will any- 
one persuade methat great hordes 
of architects turned a blind eye 
to it. 

The complete absence of any- 
thing resembling a specific fact. 
argument or selling point that 
might set a bell tinkling in an 
architect's head is surely to be 
regretted. No doubt there are 
reasons. Perhaps architects know 
all about the goods and only 
need reminding, but even in 
those circumstances it would be 
better to say just one kind word 
for the product-—-one word or 
phrase that might come back to 
somebody's mind at the critical 
moment. 

The real fault of the advertise- 
ment, and I consider it a really 
dangerous error, is the suggestion 
that the goods were sold less on 
merit than on dry martinis or 
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PARLIAMENTARY 
PRAISE for a composite effort by one of 


Britain’s leading exporting industries, in association with 
Britain’s largest trade and technical publishers. 


In the House of Commons on Dec. 16th :— 


Sir H. Williams asked the President 
of the Board of Trade if he will arrange 
to place in the Library a copy of the 
British Electrical and Allied Manu- 
facturers’ Catalogue, 1952, in view of 
his official commendatory message 
which appears as a preface to this 
effort to secure export trade. 


Mr. Mackeson (Secretary for Over- 


Mr. Bottomley: In view of the fact 
that the Minister thinks that this is 
an excellent catalogue, will he con- 
sider drawing the attention of other 
industries to the way in which it is 
presented—in other words, the 
language of the country in which it is 
hoped to sell the goods ? 


Mr. Mackeson: Yes, I hope that 


seas Trade): I understand that a copy 
has been placed in the Library. 


hon. Members on both sides of the 
House will look at this catalogue. 


Fifteen thousand copies of this 1020-page Catalogue were 
compiled, printed, bound and distributed for The British 
Electrical & Allied Manufacturers’ Association (Inc.), by 


ILIFFE & SONS LTD 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1. 


WATERLOO 3333 (60 LINES) 
with their associated companies 
SANDERS PHILLIPS & CO. LTD., LONDON, S.W.g. (Printers) 
CHAPEL RIVER PRESS, ANDOVER, HANTS. (Binders) 


— ae ae 
ed 
EE ee 195 eC 
) 
sat Nis Fae: *3 oe y 
. ; ae : oe oe “2% 
Rye ee, RS | 
re Beg ig cae ut Ea ietia 
; ‘ -* : SR eae ai i Oe coy, dy. dhs f % ‘f 
ee Pe a Be See eet eS ae ae : 
Or egies Oe 4 ~ ge eee Ri eet ee a 
AS? s an gee beet ies eee 2 ne a ; t bas or ai ( 
= oe " ‘ “= 3 i . % a ‘ 
2 og SOT teem ieee are. - FS 2 as e.g, Oe. mt, ’ ial a 
4 ite Waa bc = Raaek Soe Fic ie gig ae ee ~~ ag ; 
ee Pe a ee 3 
aay , oe: “gee. WM Spe! oT a ae a ¢ “ates f 
, ; RS ee: ee ee . eee. 4 
ee. es he.” ae ’ 
Ula oe ee. 1 een 8 PSs . is eee A we 
Fe ees y rt oe : bop. + Sate E 
cs Bs F: bay 5,7 PLY i, Bethe Ne 
\ =} -7 * oy rs ed vat* ‘Lees = Ez ; <i “es Peaorg 
ed Sig fe ee ee ‘ Mg)? Ce pat $ 
’ » gee CPR CAT, wie oGcu to 
in ae Bate. te (ea: ar} ie ’ Tt ad a eas. ” pee Poe LEAS 
ee ae CA , os a sp 
\ Wes ee ge om Se te, oe Oe a tae 
y Sa sh WS rape ; ea i Sie eee ; 2" Cr! Se pt ye aa aa 
xf PE katy hy aS pee eee 2 4 ye$s 1 
i ee ee a ee Be ¢ DW aera faa Met Fam Sy Ae 
ote ee oe ae ‘eae DF Sp baiaeg RN | ARS habeas Vy 5 a es As ee ty Ras i 
‘ Be tee te eng Sr) Se RO eR TS eee age : lies it NR ES le 
ee rs ee ee ee er See 
‘ 33 coh a a EE Deiau Fs ag ioe eh & Prt ee eg eh SY 
re ae ee Li gil. a ae 
a Be Se ge de abt in SP re SP tlle Fy ie perk ; 
) Bee aa — ae . 
ae an tS ge eae 4 g . x oo. ee 7 
Pe ate Ligases Ve 
, Be ie, ag Oy 3 ¥ 
Ed ae Oe Rat 
ahs i “ 
a 
, 
a, pa a \ 
i \ 
A 
: / 
| ‘ 
; : 
} 1 
a 
- 
t N 
2 
; 
7 
' 
a 
' j 7 ps 
OE ly a 
y bet 
7 P ne oe 
i ’ é Po , 
' 
1} e ws i 
—— ; : t 
. Po oa ~ ’ . m 
ee 
ee 
’ * ’ 
= bad a Pees - ad ae ge ay. gee oma vs - -€ 


a 


ADVERTISER'S WEEKLY 


How 
to save 
money 
on buying 
good 
print... 


Vs 


ty 
YY 


VY. 


Y 


WS 


SV“ 
WSs 


Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “ contingencies ” 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That's why 
we can quote a keen price 
and still maintain our quality, 
noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels ¢ Box tops 
Fancy cartons e Showeards e Calendars etc. 


We are particularly well-equipped for long 


runs and repetition work. 


AANA RAR, 


A HUNDRED OR TEN MILLION 


THREE TYPES 
METCRAFT: Real metal, 


heavilyembossed. Bronze, 
copper, aluminium or col- 
oured, Stick-on or tie-on, 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour, Your 
requirements for size and 
design can usually be met. 


* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Samples and prices gladly 
sent on request. 


SARE ANA nny 


\\\SS 


\N 


Uy 


YW 


Co. Ltd 


MIDLAND ROAD 
WALSALL 


lll 


WALSALL 312! 


29 LUDGATE HILL: LONDON -: EC4: CITY 7357 
55 MARKET STREET - MANCHESTER 3- BLACKFRIARS 4874 
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Review of Advertising by 


Copytaster—conti nued 


wet whiskies. Quite apart from 
the abstainers, a good many 
architects are surely going to feel 
that they themselves don’t get 
business that way, and haven't 
much fondness for people who 
do. Of course this aspect of the 
matter can never have occurred 
to Williams & Williams Ltd., but 
there’s no doubt in my mind that 
the copy must have given some 
people a completely false impres- 
sion. 
* ¥ + 


AN EpINBURGH agent sends a 
little gem. He feels, somehow, 
that Tunnocks Hygienic Bakery 
and Up To Date Factory do not 
employ an agency—not even one 
that “believes in being original 
and telling the truth.” As he 
says, the advertisement does put 
over a personality and conjures 


| Dear Castomers, 
| Have vow ever fred te «rite an edvertionment and 
fot repeat some parrot ath or copy (at words” 1 betiews 

| tm being original snd telling the truth 
} 

| 

| 

' 
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WVGIENH BAKERY SSD UP 10 DATE FACTORY 
Lowt week we edvertined the fx) (hat we catered for 
71 individual functions, supplying our famous packed tea 
doves to more thaw 4800 people m one week Snack packed 
tee bones te tet + our requwement 
More thee 3 tans of top quality chocolste @ ese 
our lectory every week 
What o glorious smite our vant wah doors wide 
epee every mormag taki. the Gow trom our factory at 
TUNNOC RS OF UDDINGSTON 
Yours leuthtully 


1 Junnock 


PS We do wet insert the shore eth a em fo beast but 
| te aemure oor futur: pdivons that @r want thew orders 


A 


‘A little gem, and I find the ad 

vertisement quite compelling in 

an eerie sort of way,” says Copy- 

taster. “But,” he adds, “what a 

wonderful job one could do for 
a client like this! 


up a picture of the floury old 
baker watching with awe the fleet 
of vans he has built up over the 
years, and maybe dreaming back 
to the Wee shop that started it all. 

That is all true and I find the 
advertisement quite compelling in 
an eerie sort of way. But what 
a wonderful job one could 
do for a client like this! It would 
be a real labour of love to make 
this into a good compelling 
advertisement without sacrificing 
the sturdy sense of individuality 
that emerges so powerfully from 
this copy. 

There ought to be a picture, to 
begin with, and I wouldn't hesi- 
tate to make it a picture of the 
client—preferably an action pic- 
ture. But the most important 
contribution would be a clearer 
indication of what the bakery 
does and how to engage its ser 
vices. What are snack packed 
tea boxes. for heaven's sake? 
Are they for individuals, or fac- 
tories and offices? Doesn't Mr. 
Tunnock have a_telephone—or 
does he believe that hunting for 
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the number will increase pros- 
pective customers’ appetites? 
Much could be done to make 
rather a bad advertisement into 
a very good one. But it would 
only be a question of garnishing 
and flavouring—the rea] red meat 


is here already in this proud 
heart-warming copy. 
* * * 
Was I UNFAIR? The agency 


concerned takes me to task about 
what I said of their Pickering’s 
Peas advertisement (January 15). 
In all fairness I think they should 
be given their say upon the sub- 
ject. This is what they write: 

“Things are not always what they 
seem, and naturally when Copytaster 
sets out to criticise a particular ad- 
vertisement he must be without the 
inside information that the client 
and the advertising agent have. As 
Winter Thomas are the agents for 
Pickering's, perhaps we can explain 
why his rather fierce criticism of the 
current Pickering’s campaign is, in 
our opinion, ‘off the beam’. 

“Of course, the copywriter and 
others working on the Pickering’s 
account have ‘tasted the peas’ and 
have carefully watched the whole 
process of preparing them for the 
public. We are sure Copytaster does 
not seriously think we should neglect 
such an elementary duty. 

“Whether the advertisement is to 
the point may be a matter of 
opinion; the effectiveness of all 
advertisements is that. Quite cer- 
tainly there was no ‘tragedy’ in the 
preparation of this campaign and no 
one failed to ‘dig and dig until he 
found something to say about the 
peas’. Nor are Pickering’s or our- 
selves making a ‘desperate bid for 
interest’. 

“Quite simply the facts are these : 
One of the tasks of this advertising 
is to build up increased recognition 
for Pickering’s products. For that 
reason the Pickering pixie appears 
prominently in this campaign, just as 
he has done in previous Pickering’s 
campaigns. This building up of 
recognition must for every economic 
reason be linked with the name of 
the product. Even in the small re- 
production which you gave ‘Picker- 
ing’s, the pick of the peas’ stands 
out challengingly. The market for 
peas iS a competitive one, and a 
predominant aim of the advertise- 
ment is to catch the attention of the 
public and to impress the name 
‘Pickering's’ firmly in their minds. 
As a further method of doing this 
the ‘trick’ headline is being used, 
with its reversal of the words. This, 
we suppose, is Copytaster’s idea of 
a desperate bid for interest. When 
he says ‘no doubt a great many 
people did look at it’ he seems to 
think we have succeeded. So per- 
haps after all he is praising more 
than he is criticising. 

“But, in addition, in the small 
space of a 5} in. double column we 
do give the public specific informa- 
tion—Copytaster is rightly insistent 
on the need for being specific—but 
instead of making some claim which 
might or might not interest the 
public, we concentrated on saying 
in a handful of words that Picker- 
ing’s are very good peas—the pick 
of the peas—and in listing the other 
products sold by Pickering's, canned 
soups, fruits and vegetables. Surely 
this is quite an achievement for a 
small space advertisement and better 
use of the space than trying to 
develop a grandiloquent theme which 
might appeal to some tastes and 
equally might leave other house- 
wives completely uninterested.” 
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——~ Films attract, inform and sell. . . 


with THE BROOK PROJECTOR 


@ Fits in with your plans or stands on its own. 

e@ A brilliant, steady picture . . . high quality sound. 

@ Repeats indefinitely or can be controlled by push button. 
@ Occupies only 3ft. - 2ft. Vins. floor space. 

@ Is available on hire or for sale. 


For full information write or’ phone : 


SOUND-SERVICES LIMITED 


(An Associate of the Film Producers Guild Ltd.) 


269 KINGSTON ROAD MERTON PARK . LONDON . S.W.19 
Telephone: L1iBerty 4291 


Most of the really 


f--—AIS good enlargements 


W< 


9 ores are made by Autotype 


TYPE NSA AIR BRUSH TYPE ACA-I AIR 


COMPRESSING OUTFIT When quality is the first consideration—call in Autotype. 


When the clock is the first consideration—call in Autotype. 
The result will be the same—a good job well done in the 


¢ minimum of time. Autotype has the experience, the equip 
TYPE NSE AIR BRUSH PRESSURE REGULATING* 
TANK 


ment and the craftsmen and the organization is geared to cope 
with just these problems all the time. Autotype photographic 
enlargements are available in all sizes from those that can be 
tucked under your arm to the giants to cover a wall—in mono 


It is amazing what a difference it makes to have the Air Brush at your 
elbow . . . Studios where Aerograph Air Brushes are laid on individually 


for each artist report a striking improvement in speed of work, and — chrome or colour or as transparencies for rear illumination. 


(Colour takes a little longer). The benefit of Iutoty pe’ s 
experience in the most effective use of enlargements is yours 


A FE R 0 G RA P H of Aerograph Air Brush and for the asking, without obligation. 
Air Compressing equipment. 


A | R B R U s H ES % For precise adjustment of air pressure 


THE INSTRUMENTS FOR FINER EFFECTS at each studio bench. £ 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 | A U I O I Y P ic \é 
Telephone: Sydenham 6060 (8 lines) e *-* 


Showrooms London, Birmingham, Bristol, 


still more — in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost Over and over again. Write for booklet (SH), giving details 


Glosgow, Manchester 
T.AANS2 


Autotype Co. Ltd., Brownlow Rd., West Ealing, London, W.13. EALing 2691 
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An advertiser says— 


W HEN buying bus adver 

tising spaces, the adver- 
tiser must consider, just as he 
does when placing press adver 
tisements, which position will 
be most suitable for his product 
or service. Each bus space has 
its own distinctive character 
and appeal. 

It is generally held, for 
example, that bus interior upper 
deck spaces are likely to be seen 
more by men than women, and 
accordingly lend themselves par- 
ticularly to the advertising of 
anything which has _ predomin- 
antly masculine appeal. Adver 
tisements in the ee deck, in 
which smoking is not allowed, 
are more likely to be seen by 
women than men, and the spaces 
are therefore more attractive to 
those responsible for looking after 
things feminine 

The exterior spaces, especially 
the dominant bus sides, are seen 
by everybody, and are therefore 
eminently suited to reminder ad- 
vertising for all classes of con- 
sumer products with a popular 
appeal. 


Leven so, one exterior position 


Both the rear panels and the 

small target spaces on the offside 

rear corner are used to good 
effect by many advertisers. 


These rear spaces 
are ‘on the beam’ 


The publicity manager of one of the largest British oil 
companies explains why rear panels on buses are 
“naturals” for products sold to road users. 


may commend itself more than 
another for particular products, 
or groups of products. Rear 
panels are a case in point 

[hese are, with good reason, 
strongly favoured by firms selling 
products used by motorists, such 
as petrol, oil, tyres, sparking 
plugs, and other accessories. They 
are also used, to a rather sur- 
prising extent, by firms selling 
products to a very limited clien- 
tele — astute advertisers who 
recognise the value of reminder 
adverusing to business executives 
on their journeys to and from 
their works or olfices by car. 

[he small target spaces on the 
olfside rear corner panel have 
also been used to good eflect by 
such advertisers as B.P., Regent 
and K.L.G. Michelin and Dunlop 
have taken both front and rear 
spaces, The latter were also used 
for the road safety campaign. 

This is what the publicity man- 
ager of one of the largest British 
oil companies has to say about 
bus advertising in general and 
rear spaces in particular. 

“Bus advertising is ‘on the 
beam.” It is a ‘natural’ for pro- 
ducts sold to road users, as it 1s 
the kind of advertising the 
motorist cannot fail to see, how 
ever carefully he may be watching 
the road. 

(This point is aptly illustrated 
by the picture on this page, show 
ing a rear panel on a bus, bril- 
liantly illuminated in a car's head- 
lights.) 

“My company advertises only 
on rear panels. Of the money we 
spend on outdoor advertising, ex- 
cluding point of sale, from 15 
to 20 per cent goes into these 
spaces. IT should say most large 
oil and tyre companies allocate 
their expenditu#s in much the 
same proportion. 

“Our copy is changed about 
four times a year. Were it not for 
the high cost, we would like to 
change it more often. Some ad- 
vertisers overcome this difficulty 
by displaying several advertise- 
ments simultaneously, thus achiev- 
ing variety and giving the impres- 
sion that they have more spaces 
than ts actually the case. 

The rule about brevity in 
copy, which applies to all out- 
door advertising, should — be 
strictly observed in bus spaces. 
It must be short and snappy. One 
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A rear panel advertisement for Shell X-100 motor oil, “on the beam” 


f a car 


still sees space thrown away by 
the use of too much wording, 
which nobody will have time to 
read, or of a design originally 
intended for another purpose. 
“Our policy in respect of cove: 
age is related to our outdoor ad 
verlising Programme as a whole 
We aim at a national coverage 
In London, we have spaces on 


Previous articles in this series on 
transportation advertising have 
dealt in a general way with the 
characteristics of the medium, 
and have suggested how it can be 
used by advertisers to the best 
advantage. In this article, the 
fifth, an advertiser gives his point 
of view, and suggests that his 
operators could add to the value 
of the medium by greater stan- 
dardisation of facilities. 


about 10 per cent of the buses, 
and regard this as adequate. In 
the provinces, we attach the 
greatest importance to bus adve! 
tising in areas where, for one 
reason or other, ou poste! 
coverage is weak. It can be specti- 
ally valuable, for instance, in 
Areas of Special Contro], where 
all static outdoor advertising is 
banned, but there is no objection 
to advertisements on moving 
vehicles. 

“Having considered the many 
advantages attaching to bus ad 
vertising, it is, Perhaps, only tau 
to look at the reverse of the 1 
ture, and see whether there are 
any disadvantages. The disadvan 
lages are not many, are more in 
the nature of irritants, and for 
convesience, can be ubraced 
under the general te lack of 
standardisation.’ 

“This lack of standardisation 


c 


applies in two ways the size of 
similar spaces on different fleets 
of vehicles, and Jack of unifor 


mity of practice betw different 


operators as to the | of adver 
tisement, Le. poster transfers 
Painted advertiseme which 
operators will allow on thei 
vehicles. In both respects, there 


headlight. 


has been a substantial improve- 
ment in recent years. Indeed, so 
far as the exterior spaces are con- 
cerned, standardisation of sizes 
has now been largely achieved. 

“It is in connection with the 
acceptability of different types of 
‘copy’ (paper posters, transfers or 
painting) that there is still room 
for improvement. While painted 
advertisements are probably most 
satistactory in many respects, e.g. 
maintenance in a clean condition, 
and are therefore adopted by 
many advertisers, who, for one 
reason or another, do not require 
frequent changes of message, they 
do not satisfactorily meet the 
requirements of others to whom 
fairly regular changes are essen- 
tial, on account of the cost in 
money and time of repainting on 
each occasion, which would be 
prohibitive. For national adver- 
tisers requiring wide coverage, 
regular changes of ‘copy,’ flexi- 
bility, and the maximum scope for 
including illustrations, etc., which 
it would be impossible to repro- 
duce by painting. the use of paper 
bills is essential. 


Paper bill 

ban deplored 

“Although it is now possible to 
obtain nation-wide coverage with 
the use of paper bills, there are 
still districts where, owing to the 
refusal of the main local opera- 
lors to accept paper bills, the 
coverage May be rather thin. This 
reluctance to accept paper bills is 
no doubt due to a feeling by the 
operators that the appearance of 
their vehicles would suffer, but 
it IS our experience in the many 
systems throughout the country 
where our advertisements are dis 
plaved that this is not the case. 
providing proper attention = is 
given to the maintenance of 
advertisements, 

“We would say to those respon- 
sible for deciding that they will 
not allow paper bills on their 
vehicles that they are laying down 
conditions which will make. it 
quite impracticable for many 
advertisers to give them support.” 
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, THE SAM: advertisement to different sizes; 
REDUCTION producing photoprints; making a litho plate for the “office offset” ; 


facsimile copying, whether a singleton or a long suit; 


. MULTIPLICATION all these jobs, and more, are easy, quick and inexpensive with 


your Mervac. It really is a most adaptable member of your staff — 


always ready to cope, and needing no expert to operate it. The small space 


e's it occupies will probably become the most 
4 productive few square feet in your office. 


Let us advise you which model you should have. 


Grant Production Co. Ltd., 4 Rathbone Place, 


London, W.1 (Museum 8717) 


Little larger than a_ filing 
cabinet, easier to work than a 
typewriter. This model is the 


° Mervac Copier — worth an 
the versatile lied 


Tisburys 
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Average Net Sale 


60am <a —_— 


First requirement for clear thinking 
and bright ideas — have the *‘ papers’ 
in ship-shape order. We have devel- 


July — December, 1952 


et 
# 
o/ 
oped to a fine art the production of , , 
» A fl | A every kind of Loose Leaf Covers and NX 
A / 
-@ @e8 : 


Binders — practical and handsome. 


| 
= | File or Bind without punched holes. @ Specialists in Loose Leaf 
Send for details—for yourself and clients Catalogue Covers. 
] (Audit Bureau of Circulations) | of our extensive range of binders and bd —- Twin Ring Clip 
’ nder. 
: oe © Prong—Pillar Hook—Elabac 
| 36 Qualities and Methods | @ Press stud—Grip Cover. 
Display Rate : } | @ Do you subscribe to any magazines? 
€1l ineh EASI 31ND | 
oe - an I ( ] EASIBIND offers the most attractive method 1 plat O%., 
— — | of binding Sets of Journals, whether few or vr) 
many—EASY INSERTION OR REMOVAL— ae. | 


pages always open flat 


WHITE CABLE LIMITED 


68 70 PARADISE STREET, LIVERPOOL 1 Telephone : Royal 7172/3 
All London and Home Counties enquiries address to 
84 NEWMAN STREET, LONDON, W.1 Telephone : MUSeum 2141 


The Observer Ltd. 22 Tudor St., E.C.4 
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Furia CORO] 


DETAILS OF FOUR HISTORIC ISSUED 


ILLUST}E 


BRITAIN'S LEADING 


Britain's leading picture weekly — ILLUSTRATED - will publish two historic issues 
which, together, will provide unparalleled full-colour and monotone coverage of the 
Coronation ceremony and the exciting days preceding. it. 


ISSUE DATED JUNE 6. On sale immediately preceding the Coronation . . . exclusive colour and 
monotone pictures forming a complete pictorial guide to the Coronation personalities and ceremony— 
an issue which will add immeasurably to the enjoyment of the great day, and be eagerly sought for 
its authoritative features and brilliant presentation. 


ISSUE DATED JUNE 13. On sale only a few days after the crowning, this outstanding issue will 
contain superb full colour and monotone pictures—many of them exclusive—of the actual Coronation 
Day ceremonies .. . an issue that, together with the June 6th publication, will be retained . . . 
referred to again and again—a complete pictorial record of this joyous occasion. 


THE WORLD'S LARGEST- FO! 
SELLING WEEKLY EXCEP' 


L 


which wil ‘ 
is . « ° . . ‘ . , > > 4 _ 
The issue dated May 30th will be a splendid souvenir Coronation beyond current . rp 
; : aph ips by their brilliant inte 
issue of WOMAN covering those aspects of especial interest to occasion, ensure a pla ° 
women, to bring its millions of readers colour, glamour and for years to come. Hi 
: : : . there will be Ne 
excitement. ..and win many new readers. Immediate booking ADVERTISE 4 
of remaining advertisement spaces is advisable. » & 
LATEST COPY DATES ADVERTISEMENT RATES IMMEDIAT 4 
Full-colour advertisements April 10th Full colour |... ... £3,000 per page OF REMAINING 
4 i 4 ’ 
‘lwo-colour tv April 10th Twocolour __ _ £2,200 SPA 
Monotone . April 21st Monotone |. 81.920 i ‘i 


Is ADV} 


HARRIS KAMLISH, ADVERTISEMENT oTR ZCCcrorR OD HAMS 
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NATION « Gowes 


S OF BRITAINS PREMIER WEEKLIES 


RATED 


PICTURE WEEKLY 


These special issues, of unique and lasting significance as souvenirs of every aspect 
of a proud and heart-warming occasion, will both sell far ahead of current A.B.C. 
figures... and will be treasured for years to come. 


\ limited number of additional full-colour, two-colour and monotone advertisement 
spaces have been made available in one or other of these memorable issues, for which 
advertisers are strongly advised to make immediate application. 
LATEST COPY DATES ADVERTISEMENT HATES 
Issue dated June 6th—full colour and two colour, bull colour Sep 21.500 per page 
9th April; monotone, 6th May. Two colour ye i | yee — 


Monotone (facing matter) ... £1,000 
16th April; monotone, 13th May. (ordinary) ¥950 


Issue dated June 13th—full colour and two colour, 


UR 


TIONAL FAMILY wiiik oF J () it N B J LL 
UES LOOD READING 


I sell FAR ee 7 . 
\.B.C. figures and, JOHN BULL’s Coronation souvenir issue (dated May 30th) will 
rpreting of an historic contain all the famous fiction and article features plus a 
ce in millions of homes ; pas 

.. yet for advertisers detachable Royal Supplement which its millions of readers 
) INCREASE IN 
WENT RATES 

< i LATEST COPY DATES ADVERTISEMENT RATES 

fs BOOKING ; Full-colour advertisements April 9th Full colour £1,320 per page 
ADVERTISEMENT ‘Two-colour a April 9th Iwo colour $990 
CES Monotone - April 24th Monotone =_— $880 
ISABLE 


will treasure for years to come. Immediate booking of remaining 
advertisement spaces is advisable. 


ONG ; : LONDON, W-2-< 
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Duplicating a is unnecessary for 


which combines a high level in quality and a low level in cost. 
The generally accepted form of duplicating with its limitations in reproduction 
and its need for ‘‘duplicating’’ types of paper is giving way to the modern offset-litho 
printing process, with a machine using a low cost paper plate as a master copy. 
By this method of ‘‘paper duplicating’’ the printed copies are exact replicas of the 
original typescript, but a particularly valuable feature is that any kind of paper can be used. 
Thus ‘‘duplicating’’ papers are unnecessary for ‘paper duplicating’’. 
This modern cost-saving process is offered in its finest form by Kaye's Rotaprint with 
“‘Rotamasta’’ paper plates, and for offices handling large volumes of duplicated typescript such 
as Councils, insurance Companies, Banks, Direct Mail Advertising Agencies and many indus- 
trial organisations, Rotaprint has set the new standard for quality, speed and economy. 
Whilst some emphasis has been placed on the merits of Rotaprint for duplicating type- 
script, it must not be overlooked that Rotaprint is both a printing and a duplicating machine 
which can be used with equal efficiency for printing all types of ruled forms, drawings, 
photographs, office stationery and illustrated literature. Whether your printing department 
is concerned with typescript duplicating or general printing or a combination of both 
there is obviously a worthwhile case for you to obtain more details about Rotaprint. 
Return of the Enquiry Form will place you under no obligation. Fill it in now whilst you 
have the subject in mind. 


= ONEYPOT LANE 
oles BT; ‘LomDon, N.W.9 


Tel. Colindale 8822 (12 lines) 


¥ . e_—__ —_-_— -—_ — —_—_— —_—_ —_ —_-_ —_—_—_— _-_-_—— —_--_-_ —_ —_—_—_— 
Kaye's Rotaprint is the British-made Please send, without obligation, printed specimens and full details of Rotaprint. 
machine with all-British supplies, all- ROTAP RINT 
British service, and all-British | NAME 
maintenance. With this large British ENQUIRY 
organisation of 25 years’ standing more or DEPARTMENT 
less ‘' on your door-step "’ your Rotaprint 1 FORM Pin this Enquiry Form to your temarhending ute post to 


inctetiation will aways have aomured | Kaye’s Rotaprint Ltd., Honeypot Lane, London, N 


attention. —=—=——_—=——— iF | 


Clerical costs going up? Too much 
overtime? Overloaded with paperwork? You 
can cut down all these unnecessary costs of 
Direct Mail and other office work by mech- 
anising repetitive writing with Addressograph- 
Multigraph Machines. 


Modern * Multilith” Machines produce first 
quality litho-offset duplicating in black and 
white or full colour, for Sales Letters, Leaflets, 
Folders, Brochures, Catalogues, etc. 


“Addressograph ** Machines address from em- 
bossed metal plates — which are a permanent 
filing record — at speeds 30 to SO times faster 
i . than ordinary methods. There’s never an error 
ADDRESSOGRAPH see . 
Class 1900 and cach copy is clean — clear — legible. 


British Mode 


wnireenone on cat > ADORESSOGRAPH-MULTIGRAPH LTD f.%y 
FRE * FOR“ADDRESSOGRAPH” & writen a «St(ié 


GENERAL SALES DEPT. & LONDON SHOWROOMS 


“MULTILITH” wl 20 & 29 KINGSWAY, LONDON, W.C.2. TEMple Bar 8474 Reed 
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NORMAN DAVIS, managing director, Norman Davis Ltd., holds a 


Conversation with an tnaginary client 


ORONATION year will un- 

leash a vast flood of printed 
matter, much of it for direct 
mail advertising. This is at 
once a challenge and an oppor- 
tunity to all who profess to be 
“experts” in this fascinating 
field of publicity. 

But what about the client, the 
manufacturer, retailer or mer- 
chant who, possibly for the first 
time, wishes to try out this highly 
successful form of advertising‘ 
What are his problems? Take, for 
example, one selling a high class 
product. So far he has not used 
direct mail advertising. But if 
convinced is willing to have a go. 
He asks: 

Q. Will anyone 
the thing? 
A, If it looks interesting and is 
presented well it will be read. 
Hardly any man or woman 
can resist seeing what it is 
all about if it intrigues from 
the first glance. 
But I hear that so many direct 
mail shots are thrown away 
without even a second glance. 
Is this true? 
Sadly enough it is very true 
indeed, but there are reasons 
for it. You can avoid this 
waste by proper planning 

You are selling a good 
quality product so don't 
“bulldoze” your way in, Make 
your approach with strength 
but with dignified strength. 
Do not, please do not, try to 
save money by using cheap 
artwork. So often a good idea 
is ruined by the client's refusal 
to pay for really expert work. 
| have even known of some- 
One insisting on using photo- 
graphs taken by a friend, with 
dire results as you can 
imagine! 

The same sort of attitude 
applies to block making. Sav- 
ing deep etching, saving line 
and tone combination where 
they are really needed is the 
height of folly, yet this kind 
of false economy is a very 
common practice. 


Not delivered 


Another common fault 
often first class mail shots are 
enclosed in a cheap envelope 
utterly spoiling an otherwise 
perfect job Addressing. too 
can ruin an effort; using worn 


bother to read 


Ss“ 


and in it he clears up many misconceptions 
often found to inhibit clients from the extensive, 
properly-organised and profitable use of direct 


mail advertising. 


His answers cover planning, 


production and results. 


JALIL 


HINT 
wih EY 


out plates, bad handwriting o1 
ineflicient typing are all com 
mon faults. 
While we are on the subject of 
addressing, | have my own 
mailing list of 20,000 names. 
What about using that? 
Are you really sure it is abso 
itcly up to date? From bitte: 
experience I have found that, 
in two cases out of three, lists 


held and maintained’ by 
various concerns are oul 
rageously out of date and 


therefore extremely wasteful 
Ihe correct maintaining of a 
good mailing list entails con 
stant vigilance, expert clerical 
work and first class super 
vision. Nothing is more cal 
culated to have your mailing 
shot thrown straight in the 
wastepaper basket than a mis- 
spelt name, or an obviously 
churned out” address. 


Personal appearance 


In most cases where good 
quality printed matter selling 
good quality products is em- 
ployed, it is essential to make 
the whole appearance as per- 
sonal as possible by clearly 
typed, correct name and ad- 
lress. You will make a good 

npression straight away, You 
would be wise to use the 
classified mailing lists obtain- 
able from several reputable 
addressing firms who specialise 
in this kind of thing. You can, 
it quite reasonable’ cost. 
select just the kind of people 
you want to reach. This is 
well worthwhile the little 
extra effort and cost. 

Will one mailing 

my purpose? 

A. Nearly every direct mail cam- 
paign requires following up 
The second or third reminder 
nearly always proves im 
mensel In estimat 


Q. 


shot serve 


ely valuable 
nz direct mail campaign costs 
illowance for a proper follow 
up scheme should certainly be 
iW ade 


Postage is a heavy item. Is it 


tint 
Wit 


OAT THEI 


MME 
necessary to put a 24d. stamp 
on printed matter 

You would do well 
sider the great value of the 
24d. stamp This brings us 
back to the point about mail 


to con- 


‘ng shot being thrown away 
without proper inspection 
After all, no one will throw 


away a letter that is sealed. As 
you are producing a high class 
product and will be spending 
a good deal on good class 
printed matter, I would 
strongly recommend the extra 
postage 


Try it out first! 


This campaign looks like cost- 
ing quite a lot of money. Is 
there any way of testing out 
direct mail advertising without 
commiting myself beforehand 


to the full expenditure | am 
prepared to invest’ 

Yes, there are various ways 
of testing out a campaign 


before launching upon it fully. 
These 


tests are known as 
“controlled experiments,” 
You will have to produce 
your artwork, blocks, and 
print in limited quantity. 
These carly copies are, of 
course, more expensive than 
running off the whole quan- 
tity at once, but picking 
out certain areas and having 
sclected lists of names, you 
can try a few hundreds where 


you would later intend to send 


out thousands. This form of 
experiment can be done not 
only in areas but in income 
lasses is well 

Is copy any eood’ Do people 
read ul Would it t he just 
enough to have a picture of 
the product and a price? 

All good copy rth having 
There is a tend »wadays 
to be afraid of \ I am 
not suggesting iat your 
printed matte wuld be a 
solid ma f type which 
would take too long to read. 


but a well told story is as im 

portant as a well drawn 

picture. 

Here are a few other points 
that arose from our chat: 


Personal print 


Much has been done by 
specialist. firms in producing a 
highly personal piece of printed 
matter. Even if the printed matter 
is simply a circular letter, it 
achieves infinitely greater effect 
if the name and address is perfect. 

In spite of the clever devices 
for imitating signatures, nothing 
looks so personal as an ink signa- 
ture. When | was advertising 
manager of a large store, thou- 
sands of letters, which were in 
fact circular letters, were sent out 
regularly. These were actually 
signed in the personal handwrit- 
ing of the chairman. He was an 
extremely busy man and to give 
up time to doing this monotonous 
job indicates how strongly he felt 
that it was worthwhile. The fact 
that many replies were addressed 
to him personally, shows this to 
be the case. 


Finally, can we assess results 
of a campaign, Naturally it 
depends on the nature of the pro- 
duct and the proposition but it 
is very often difficult for an ad 
vertiser properly to assess the 
result of his efforts immediately. 


Checking results 


To use the example of the 
store again: a full illustrated cata- 
logue was sent out regularly and 
I made many attempts to trace 


results. As the business was not 
a mail order one, this was 
extremely difficult and = often 


proved impossible. Buyers claimed 
most adamantly that they had 
received no results from their ad 
vertising in the brochure, On 
further questioning | found that 
the particular item advertised was 
completely sold out after publica 
tion of this particular piece of 
printed matter. The buyers’ ex- 
planation of this was that they 
were sold in the department, thus 
giving no credit to the advertising 
This was obviously a false con 
clusion. Often results must be 
assessed by the general trend of 
increased business rather than 
from specific isolated examples of 
immediate results 
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DIRECT MAIL ADVERTISING 


Two shots and a salesman 
get 10 customers a week 


University Tailors send a up trom the register of electors. 
mailing to 250 new prospects ‘eas known to house a substan- 


vii : tial proportion of higher income 
every week. At their average level] families are selected. Men 


“s conversion of 4 per cent, this are sent round to assess by the 
5 gives them 10 newsubseribers, appearance of the individual 
3 houses whether the inmates are 

- HEN Edward Friedburg _ likely prospects. From the lists 
; started University Tailors, supplied by these checkers, a pre- 
¥ the London telephone directory |!™Nary mailing list is prepared. 
i | was no more than a sinele A few names are also culled 
ait | volume hardly an inch thick from couponed advertisements 
a | ; > which have been running in The 
To have a telephone was still Zjmes and the Daily Telegraph 
a something of a novelty. People (These advertisements are not, in 
who could allord to have one — fact. intended as list builders but 

< were, almost without excep- 48 general publicity for the firm 
tion, the kind that made ideal The names they produce are 

oo customers for the University ing more costly per nom 
a Tailors’ care-of-clothes service than those drawn from the elec 


tors’ register. Furthermore, many 
of the addresses derived from this 
source are in the country which, 
though covered by a special postal 
scheme, is not nearly such fruit- 
ful territory for University Tailors 
as the London area where vans 
collect.) 


Nowadays building a mailing 
list is not quite such a simple 
matter. Certainly the telephone 
book has outgrown its former 
usefulness 

University Tailors is a luxury 
valeting service intended prima 
rily for the well-to-do, The org- 
anisation’s sales story is summed 
up in one of their mailing shots: Two shots 
‘For 25 years we have been a 
power behind thousands = cf 
eminent, well-dressed men, keep- 


Dear Sirs, 


About the beginning of this year we purchased a 130T 
Gestetner and at the time there was some doubt whether 
the expenditure of over £50 on such a machine could be 
justified'ina shop like ours. 


We used the machine primarily for circulars to adver- 
tise our own goods and to pay off the cost of the machine 
we would have to increase our turnover by about £250. If 
we could even hold our own we felt it would be satisfac- 
tory in these times with money getting tighter every 
month. I am very happy to be able to tell you that we re- 
covered thecost of the machine inthe first four months. 
The first two months showed an increase of £343 but we 
had to make some allowance for increases in prices. The 
great advantage in having the means to put out a circu- 


The mailing campaign consists, 
in essence, of two shots. Each 
wee 250 > spec are 

ing them straight at the knees — re! ee én cat We 
and elbows, shapely at the RP PESaeaeS AS DEES Sees 


shoulders. unreflecting at the sea! Sir, 


lar efficiently and quickly is when something newcomes | and highly respectable all over. Confound it! Another circular! 
into stock. Instead of the stock lying on the shelves or | We see that they always have But how otherwise can I get in 
in the window we can tell our customers about it and can | buttons to go with braces. . touch with a scrupulously selected 
in a month get anything new started and provided the Prospects for such a service are,  “lentele 

% article is good the sales continue. clearly, to be found only among We hate to encroach on the 


In addition to our own circulars we have helped to higher-level business executives time of a busy man—already 
start four new businesses. In every case the response and professional men. It is to  /arassed by daily vexations—but 
to our circulars was astoundingly quick and all four them that the University Tailors our service has proved not only 


have been exceptionally busy from the first day advertising——-nearly all of it an outstanding boon to the large 
r ; why ; through the mail-—is directed number of eminent, well-dressed 
Many of the travellers who call on us for orders The mailing list is now built) men we are serving, but has 


have enquired why orders have increased and when told 
have reported our methods to their chiefs. We have had 
many interesting talks about it and we always say that 
if a circular won't bring in results nothing will. With 
our Gestetner we feel that we have the power to reach . 
into the homes of the people in our district and we can | ibis Smee a 
stir them up whenever we like. | = 
| 


es. 
Your service is too 
damn good.” 


Yours faithfully, 
(sgd.) J. 0. Skinner 


recently by one of our House, W.C.2, for your free copy 


Text of a letter sent to us Write to Gestetner Ltd., Aldwych | 
customers, of **Making the Post Pay.”’ | 


VSR oer, 
ne ELLIO 


THE WORLD'S LEADING | Charles F. Higham Ltd., advertising agents for University Tailors 
I td., d siened and I rod ced the hbookl t of ¥ hi h th is ¢ d muible- 
DUPLICATOR SPECIALISTS ens glige Boa oc sccage lve Seagal the tance of W. 


Page spread rtising men will recognise the signature of 
Ewart Rumble under one of the testimonials 
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eflected a_ considerable 
saving in their tailor’s bill. 

Their appreciation encourages 
us to bring this well-worth service 
fo your notice, 

If you are interested, please 
strike out item two of the en- 
closed prepaid postcard and par- 
ticulars will be sent forthwith 
if not, strike out item one—to 
enable us to take your name off 
our culled mailing list and not 
bother you with any further 
solicitous matter. 

The letter is signed by Edgar 
Frank, head tailor. Accompany- 
ing it, beside the prepaid postcard 
mentioned in the letter, is a re- 
printed advertisement from The 
Times—explaining the service. 


vearly 


Prospect’s action 
A card index is kept of those 
thus addressed, and follow-ups 
are selected according to the 
action taken by the prospect. If 
he signifies himself uninterested 
his name is taken off the list. If 
he requests further particulars he 
is sent an attractively produced 
20-page (plus covers) booklet. 
This booklet, liberally  illus- 
trated with testimonials from 
eminent customers, describes the 
University service fully and out- 
lines its advantages. The left-hand 
page of each spread consists of 
extracts from testimonials so 
chosen as to give the widest 
coverage possible over industries 
and the professions; few of the 
recipients will not recognise a 
name among 25 chosen The 
right-hand page of each spread 
echoes one of the testimonials 
opposite by using a “quote” from 
a letter—-suitably cross-referenced 
to lead the reader from one to 
the other—as a headline. Some 


other famous subscribers to the 
service are listed near the end of 
the booklet. and the last page, 
back and front, consists of a 
variety of alternative application 
forms. A reply-paid envelope is 
included 


Final impetus 

Mr. Friedburg estimates that 
he gets a considerable proportion 
of acceptances on the strength of 
this booklet. If, however, a pros- 
pect who has signified himself 
interested after the first shot fails 
to respond to the second, a repre 
sentative is sent along in the 
evening to apply the final selling 
impetus 

Now for the prospects who do 
not reply to the first shot. The 
chance of their being converted 
into subscribers is, clearly, smaller 
and the expenditure of one of the 
booklets would bring up the cost 
per new customer substantially. 
In any case tests showed that the 
conversion rate among these 
people was not high as a result 
of the booklet. 

The alternative found to be 
most successful is a long letter 
it runs nearly to the foot of the 
second page — which describes 
fully the University service. Two 
smal! leaflets are included with 
the letter. The first tells how a 
suit is treated from the moment 
the van brings it into the factory. 
The second lists “A few distin 
guished clients.” quotes rates and 
conditions, and concludes with a 
subscription order form. Here 
again, if no reply is received, a 
representative calls. 

The rate of conversion of 
prospects into customers, says 
Mr. Friedburg, is now running at 
the rate of about 4 per cent. 


Six essential steps 


W. WARNER, director, Astral 
Arts Group Ltd., outlined these 
six steps in producing a direct 
mail campaign to the British 
Direct Mail Advertising Associ- 
ation: 

1. Get the best briefing possible 
from the client. Find the policy 
behind the scheme, the reason for its 
production, the story it has to tell, 
the social level at which it is to be 


aimed. Discuss quantities, overall 
costings and dates. 
2. Plan a visual in the broadest 


way—possibly using a_ visualiser 
working with the copywriter. Decide 
the method of presentation. Will it 
be visual or typographical? Will it 
artwork or photography, or 
both? 

3. Check on the production. Make 
sure that you are using the right 
paper, and the right size of paper. 
Decide methods of reproduction and 
the number of colours to be used. 

4. Select the designer to be used 
and. if cost and time allows, let him 
do the finished rough. He will solve 
many problems at this stage, and be 
ready with all the necessary refer- 
ence to complete the finished art 
work. 

§. Make sure the designer knows 
how to produce his working draw- 
ings for economical block or plate 
making 

6. Let the designer and artist see 
the job at proof stage. These final 
corrections and adjustments are the 
secret of an immaculate job. 

The important thing is to consider 
how the overall quality of creative 


design for direct mail can be 
improved now. I would suggest 
that 

Firstly, direct mail should sell 


itself to industry, convince industry 
of its importance and ability to pro- 
duce effective selling material. This 
will lead to direct mail having a 
greater sharfe of the advertising and 
sales promotion budget. 

Secondly, employ first-class art 
directors who know how to work 
with creative artists and writers. 

Lastly, directors and executives of 
direct mail houses must develop a 
bold progressive outlook to lift the 
creative quality of their work to 
new higher standards, so that direct 
mail can be big enough to seize the 
bis opportunity that now offers 
itself 


HARD SELLING. 


means better circularising . . . 
and fewer wasted circulars 
Take out duplicates—old addresses— 

unlikely prospects— 
Add perfect duplicating and typing. 
rapid dispatch, correct: timing. 
Result—One client has now doubled 
his previous response. 

YOUR success is our objective. 
COURTER BUSIVESS SERVICE 
8 Kenton Street, Russell Square, 
Wwe TERminus 7477 


in other words, sounding 


the market before pulling out all the stops of 


a national campaign, is a job for which 


direct mail is particularly suited. It’s one of 


the things we have in mind when we go on 


about the selectivity of direct mail as against 


the 


Wwe use 


mass cpproach of the press. 


‘ against 


Mind you, 


in a_ purely comparative 


sense. For test mailings of this kind are excel 


lent examples of the way in which direct mail 


and the press rub shoulders together most 


happily. 


Whenever you're out to sound the 


market, we'll be onl too glad to ‘recce’ for you. 


54 


By the way and to the point, have 
you tried CL’s better than ever 
service for the production and dis- 
tribution of your normal direct 


mailings? 


CHADWICK-LATZ LIMITED 


Creator 


Alexander House 


Shaftesbury Avenue 


ind Distributors of Direct Advertising 


“cz Temple Bar 2641 
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DIRECT MAIL ADVERTISING 


‘Rate of waste is remarkably 
small in this medium’ 


suys MARTIN H. PERRY, managing director, Direct Mail Centre 


MINHE widely different sizes 630,000 die and are forced to 
of mailing lists have caused do likewise; we are, we are 
comment recently. Inaccuracies a, = "§ 300,000 new 
omes ¢ : : “7 
and returns have also’ been lomes and Mats per year 
lleged. Most people seem to again all new addresses; these 
alcged, MOSt people seem Ic alone total nearly one and a 
imagine that it should be a half million “changes.” (Incid- 
very simple matter to compile 


entally, 798,000 are born yearly 
a 100 per cent accurate mailing to become buyers later.) 


list. Think too of the house and flat 

it is time that more advertiser sales. 1 can obtain no figures 
realised that it is not possible but almost every newspaper in 
and it never will be the land carries columns of 

This is not a disadvantage o! houses and flats being bought, 
direct mail alone it Is a sold and iet all address 
natura! state of affairs in a! changes. 
forms of advertising. It i How can any directory or any 
merely more easily checked mating list be 100 per cent 
the case of direct mail than in accurate. On the very day of 


that of other advertising media compilation it is changing by 
A little honest frankness may be plain, natural causes 

helpful. So let us examine a Company lists change less, per 

few simple figures haps, but even here 14,000 new 
Population of the U.K. is a Jith companies were formed in 195] 

over 50,000,000: nearly half a and doubtless some thousands 


million marry yearly and went out of business. Then 
mostly change their address there are the many thousands 


QML, 


y mariage Y 


It’s only a few weeks since the “ wedding” but 
already the evident compatibility of the bride and 
groom has prompted praise from many clients of 
both houses. 

What, indeed, could be a happier arrangement 
than to have the planning, creation and production 
of each direct mail campaign within one compre- 
hensive organisation ? 


Printine and Productior ) Plannine and Creatit 


FACSIMILE LETTER THE DIRECT MAIL 
PRINTING CO., LTD. CENTRE LTD. 
1, Braidwood Street,.| 6, Grays Inn Road, 


Tooley Street, Holborn, London, 
London, S.E. |. We «Gee Be 


Telephone HOP 2015 (4 lines) Telephone CHA 5778 (2 lines) 
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absolutely accurate lists instead 
of facing facts and limitations 
honestly. 

Ninety or more per cent of mail- 
ing lists are built from printed 
directories—they cannot be 
built otherwise. Therefore they 
must be inaccurate to a certain 
degree. 

It is possible to build up an up- 
to-date list that is 100 per cent 
accurate—-if it does not contain 
more than a_ few hundred 
names and is used speedily. 

Look at some Post Office figures: 
Mailings last year (Post Office 
official figure) totalled 
offices, merging with others 7,610,000,000 (exclading pools). 
aed dewlan 2 he matural Approximately 1,000,000 letters 

at tales gr eigen ae are destroyed by the Post 
mOveNaNs & Ince’ Office or returned to sender 

These facts are quite simple and The P : Office c pe 
should be more widely appreci- ie ost thee cannot Say 


moving to new factories, new 


ated. Too many xperienced how many of these were mail- 
users of the ma do not ap ing pieces, ordinary letters, 
preciate them and will blame accounts and so on, nor can 
direct mail whe their own they (apparently) give the 
internal lists a ewiee meet analysed figures for different 
ire | . 7 
nme CX tly the ime changes postage. So we cannot fairly 
On a recent mailing of clients’ compare these last figures. But 
own addresses v« d and kept there 1s, surely, enough evi- 
up-to-date by their own sales- dence here to show that a per- 
men no less than 7:5 per cent centage of waste is inevitable. 


were inaccurate This waste is no different from 
Mailing houses are not without that in other media. Indeed 


fault in this matt foo many it should be recognised as being 
of them still try to suggest that remarkably small for a direct 
they have some unheard-of selling message into homes and 
magical formula for building offices. 


Dealers report 
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Dealers report that “useful sales’ are being created with this leaflet 
designed and printed by Adams Bros & Shardlow Ltd. It is printed 


offset with green and white panels dominating the design. The back 
and front (foreground) carry red and blue; the inside spread (behind) 
has red (hesides n and black). The leaflet is being distributed by 
Percy Fox & ¢ Lid., importers of the wine. to dealers who are 


sending it to cu 
the counter. O 
cost low whil; 


ners with correspondence and distributing it off 
f the problems in designing the job was to keep 
wing the tone and general plan of a much more 
elaborate of print produced in Germany in German. 
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B IA are proud to announce 


that in 1952 they handled for their 
clients more than 30 million cir- 
culars covering the whole world, 
from the Falkland Islands to 
Alaska, and from New Zealand to 


Venezuela. 


This STAGGERING figure 
exceeds the preceding year’s 
record by as much as 20 per cent. 
If there is any more convincing 
proof that Direct Mail is a powerful 
medium of advertising -and that 
BIA are the people for the job 
we'd like to know about it. 


Wouldn’t you ? 


BRITISH & INTERNATIONAL ADDRESSING LTD 


BIA HOUSE 
CHALTON STREET 
LONDON NWI 


Telephone : EUSTON 5262-6 (five lines) 
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SELLING TO FARMERS: Case history of acampaign 


New pig weighing machine became 


top seller in its field 


NTRODUCTION of a grad- 

ing scheme for pigs, in 
which those above or below a 
certain optimum weight repre- 
sented financial loss to the 
breeder, opened up a new and 
important potential market to 
the scale manufacturer. 

A local scale manufacturer 
who had produced a suitable 
weighing machine called one day 
at the offices of Severn Publicity 
Ltd. His scale-making business 
had been carried on for over half 
a century. Now the arrival ol 
the pig weigher offered scope for 
a considerable expansion of his 
business. The weigher was al 
ready in production and_ local 
sales had proved satisfactory. 
But production was now begin- 
ning to outstrip demand so that 
the need for sales over a much 
wider area was apparent. 

The available capital for adver- 
tising was severely limited and 
would have to come out of sales 
as the project progressed. Further 


more the existing channels of 
distribution through which trade 
scales were marketed were not 
suited to this new product. 

Ihe problem, then, was to sell 
1 new product in a notoriously 
hard market on a_ shoe-string 
budget. 

Reference to agency statistics 
revealed a vast potential market 
for such a machine. The product 
was then tested under the most 
exacting conditions and proved 
to be extremely accurate, soundly 
constructed and eminently suited 
to the need of this important new 
market. 

The works’ potential was also 
good. Production could be stream- 
lined and expanded as new labour 
was trained, A target was there 
fore set to treble the present 
output in the ensuing twelve 
months, and of the estimated 
turnover, three per cent Was 
allocated for advertising during 
this twelve-month period. 

Marketing policy was now 
formulated. The absence of suit- 


THE BEDS & 


THE 


LUTON 
2525 


A RE FARMERS Your 
SELLING MARKET? 


- EN an advertisement in one 
of our local National Farmers 
Union Journals 
your consideration, 


HUNTS FARMER 
THE HERTFORDSHIRE FARMER 
THE WARWICKSHIRE 
THE LEICESTERSHIRE FARMER 
THE SOMERSET FARMER 


(Group Rates Available) 
and with special appeal to the 


younger generation of farmers 
YOUNG 


THE LEAGRAVE PRESS LTD 


LONDON 
HOL. 4401 


and 


will be worth 


FARMER 


FARMER 


able trade contacts was unfortu- 
nate but it was considered too 
costly to attempt to gain adequate 
trade distribution at this juncture. 
Direct selling was the only course 
for the first phase of the cam 
paign. 

This decision was taken for 
three reasons: 

1. The product was new and 
the manufacturer unknown to 
this trade group 

2. The programme had to 
finance itself through its early 
Stages. (It will be readily appa- 
rent that direct sales, in sufficient 
volume, of a product priced to 
allow normal trade terms, wil! 
very soon build up an appreciable 
sum to cover advertising costs). 

3. A general reluctance on the 
part of this trade section to stock 
to meet demand 


Good guess not 
good enough 


Tradition dies hard in the 
agricultural industry, the farmer 
tending to view additional mech- 
anisation with a suspicious eye. 
The initial campaign was accord- 
ingly designed to sell the farmer 
the idea of weighing his live pigs 
instead of depending upon a good 
guess as hitherto. The increased 
bonus available under the grad- 
ing scheme and the saving of 
rationed feeding-stuffs were also 
prominently featured in the copy. 
The offer of a free leaflet was 
made but this was not pushed, 
coming at the end of the copy in 
order to provide a fair indication 
of readership. 

The farmer is well served by 
his press--two national farming 
journals achieving almost com 
plete coverage. These were selec- 
ted in conjunction with the 
specialist pig breeders’ journal. 
Bearing in mind the small sum 
immediately available. maximum 
spaces were out of the question 
It was decided to take one half 
page in each issue of the specia- 
list pig breeders’ paper and three- 
inch doubles in bi-monthly issues 
of the two national farming 
papers. Insertions in these two 
latter papers were staggered to 
give one appearance every month. 

The direct response was most 
encouraging and it was interesting 
to note that of all orders received 
a steady percentage came from 


trade sources, Stockists were now 
appointed and direct sales from 
the stockist’s areca were credited 
to him. A chart showing monthly 
sales by units was prepared by 
the agency, the figures being sup- 
plied by the client on the last 
dav of each month 

The demand rose steadily and 


HOW MUCH ARE YOU WASTING 
ON OVERFEEDING? : 


ae one pag for s werk 
wd? De 


Save food and encure top profits with 


KWIKWAY 


THE wtiGcwes wire [ALD THE ADVANTAGES 


TANSLEY BROS LTO. Prospect Hell KIDOERMINSTER 


The appeal is straight to the 
farmer's pocket. “How much are 
you wasting on overfeeding?” 
asks the ad. “Save food,” it con- 
tinues “and ensure top profits. . .” 


was very soon outpacing the 
increasing production. In conse- 
quence the second phase of the 
campaign was temporarily held in 
abeyance. This course was taken 
in the face of increasing activity 
by competitors! It was felt that 
a satisfactory lead had _ been 
obtained and as immediate 
delivery was expected in nearly 
every case it would prove disas- 
trous to further stimulate demand 
until it could adequately be met. 

The original advertisement was 
allowed to run to the end of the 
year. During this period the only 
change made was the direction of 
potential buyers to their usual 
distributor. The results obtained 
from this first year of working 
were well up to expectation and 
proved the soundness of the plan 
adopted. 


Phase 2: Getting 
new stockists 


With production problems now 
solved, phase two was brought 
into Operation. Spaces were 
increased to quarter pages and a 
new series Of advertisemeris 
which posed direct questions to 
the farmer were employed. A 
regular bi-monthly blotter was 
produced as a link between manu- 
facturer and stockist. This varied 
in approach from news flashes to 
whimsy. (Later it is hoped to 
develop it into a house organ). 

A drive was then launched for 
new stockists and for this pur- 
pose direct mail was selected, the 
cost being amply repaid in the 
first return post. Several other 
such mailings have now been 
made and. as a result, the client 
has obtained several hundred 
distributors.. 

To-day. sales of the Kwikway 
Pig Weigher are believed to be 
the highest in the industry-— 
making no small contribution to 
the increased numbers of pigs 
now available for bacon and 
pork, 
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New reference source to 
world’s markets and men 


bape pace at which Govern- 
ments, industries, and men 
in key positions have changed 
in the past ten years has made 
many of the older reference 
books out of date. The last 
edition of the invaluable Alma- 
nach de Gotha appeared in 
1944. 


Before the last war political 
writers used always to refer to 
the sixty sovereign states of the 
world. To-day there are about 
ninety-five. Thus a new reference 
book to the markets of the 
world and to the men who con- 
trol them was badly needed. But 
the task was formidable. Apart 
from attempting to get peeps 
behind the Iron Curtain, it Was 
essential that the editors should 
give the new facts about such 
rapidly changing markets as, for 
instance. Western and Eastern 
Germany, Yugoslavia, Colombia, 
Korea, the new India, Pakistan, 
and the two Chinas of Nanking 
and Formosa among others. 

After three-and-a-half years’ 
labour most of the essential 
answers have been secured and 
set out with admirable clarity in 
an ambitious new work of refer- 
ence, the International Year Book 
and Statesmen's Who's Who 
(Burke’s Peerage Ltd., £8 8s.), just 
published. The work contains in 
fact two international reference 
books in its 1,100 odd pages. 

The first outlines in consider- 
able descriptive and statistical 
detail the government, politics, 
banking. industry and commerce 
of every state in the world. 
including the component parts of 


the British Dominions, the French 
colonies. and the Dutch, Nor- 
wegian, Spanish and Portuguese 
colonies. The United States and 
her territories from Alaska to 
Puerto Rico are dealt with in 
equa! fullness. 

Just as the purchasing power 
of many of these markets has 
changed greatly since 1939, so 
entirely new men are in control 
of affairs in many instances. Who 
are they? What is their back- 
ground? Toanswer these questions 
no fewer than 8,000 biographies 
of the principal statesmen, diplo- 
mats, bankers, 
commercial chiefs are 
in the second main part of the 


work. There are few important 
omissions, and the biographies 
range from Carl Aamundsen, 


Norwegian architect, to Michael 
Zymierski, Polish politician, and 
include those of Mr. Stalin, 
Soviet statesman, and Mr. Vish- 
insky, Soviet politician, as well as 
leading business men in every 
country. 

As might be expected, there is 
illuminating advertising from a 
considerable number of foreign 
banks as well as from some of 
the most enterprising shipping 
and air companies, and one or 
two British advertising agencies. 
The work is to be published 
annually and should supply a new 
avenue for selling to even the 
closely guarded leaders of indus- 
try and commerce. Apart from 
this, its value as a source of refer- 
ence for every kind of political 
and commercial information 


industrialists and | 
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Exhibition Stands 
DESIGN & CONSTRUCTION SERVICE 


MERCURY DISPLAYS LTD 


Head Office 


171 NEW BOND STREET, WI. Tele: GROSVENOR 87/1 


Works 


394 YORK ROAD. 5S W.18 Tele: VANDYKE 3562 


should be considerable for ail | 


those whose interests extend 
beyond their homeland.--C.C 


NEWS FLASHES FROM WORLD MARKETS 


Swiss go to the 
pictures more 


yee attendances in 
Switzerland have increased 
steadily during the last few 
months, bringing consequent in- 
creases in production particularly 
of short films, documentaries and 
sponsored films. 

Reasons advanced for the im- 
provement are (a) normal seasonal 


factors, (b) unpleasant weather, 
and (c) general prosperity. 
* * * 


Three papers have announced 
the appointment of Publishing & 
Distributing Co., Ltd., as British 


representatives. They are: 
Al-Ordon, Amman, Jordan. 
The Metal Market Review, 


Calcutta. 
Moroccan Courier, Tangier 
~ ¥ »* 


A special Coronation supple- 
ment is to be published by Kenya 
Weekly News on May 15 

The cover and four centre pages 
will be printed in four colours in 
London, The remaining 72 pages 
will be printed in black and white 
hy the Nakuru Press. The supple- 


ment will contain a series of 
articles on the Coronation and the 
Royal! Family. 

A circulation of 10,000 copies 
at 2s. Od. each is being aimed at, 
say African & Colonial Press 
Agency Ltd., the London repre- 
sentatives, 

The paper will also publish a 
supplement for the Royal Show 
which is to be held at Nakuru on 
October 28-31. This supplement, 
to be issued on October 16, ts to 
contain a plan of the show 
ground. 

¥ * * 


“Looked at from almost any 


angle. Swedish living standards 
are usually accepted as pretty 
good. In assessing the credit for 
this, the main contributor has 


often been passed by in silence. 
We mean private business—and 
we think an examination of the 
facts will show that private enter- 
has really 


prise h built up our 
country’s living standard.” 
Ihe Stockholm Chamber of 


Commerce thus introduces an ex- 
tensive survey they have _ pro- 
duced of Sweden’s industrial and 
economic structure just published 
na 36-page colour booklet 


Mechanieal World 


AND ENCINEERINGC RECORD 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 
engineer. 

Send for free specimen copy and rate card 


EMMOTT & COMPANY LIMITED 
21 BEDFORD STREET, LONDON, W.C.2 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER 3 


Ul 


Ir. 


You see it all at a glance 


British advertisers anxious to in the air view. 
increase their trade with 
, Denmark should investigate the 
possibilities of Exstrae.aper, 
; the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. 


Aero Pictorial Ltd 


137 Regent Street 
london, W.1 


Specialists in Aerial 


Full details from 


| Photography 
CRANE-DEBENHAM LTD., 
Piiseaiamriri eee || Cover all parts of the 
Central 2811 | country 


EXHIBITION STANDS AND 
| | DISPLAYS OF QUALITY 


T. ROBINSON 


STUDIOS, LIMITED 
72a Plough Rd., Battersea, S.W.I! 
Tel. Nos. Battersea 5300 & 4886 


PADDINGTON 
ADVERTISING 
COMPANY 
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TELEPHONE 


‘NOT’ 


ROBERSONS 


FOR 40 YEARS MAKERS OF 


FASHION BOARDS 


‘HOT PRESSED’ & 


ARE PLEASED TO ANNOUNCE A 
CONSIDERABLE 


REDUCTION IN PRICE 


NOW AT 45- PER DOZEN, WITH SPECIAL 
TERMS TO STUDIOS 


C. ROBERSON & C° L™ 


PARKWAY, LONDON, N.W.!1 


SURFACES, 


GULLIVER 1163 


SILK SCREEN 
ARTS LIMITED 


Offices + Studios + Works 
97 SHIRLEY ROAD, CROYDON 


Telephone : ADDiscombe 3147/8 ; 7246 


D.P. & S.P.A. 
Competitions & Awards 


We are privileged and proud to 
announce our successes this year. 


ist 2nd 3rd 


Ist International Screen Printer 
and Display Producers’ Award. 


2nd The ‘Dane Trophy”. 
3rd The ‘Ridout Cup”: 


Experience and Craftsmen 
are at your service. 


SCARBOROUGH 
and 
District Newspapers 


SCARBOROUGH EVENING NEWS 
SCARBOROUGH MERCURY 
BRIDLINGTON FREE PRESS 


A.B.C. 44,355 


Covers agricultural districts and 


holiday resorts of N.E. Yorks. 
NORMAN SMALE 


92 Fleet St., E.C.4. CENtral 8209 


jn 
Coronation 
ear 


Cover the prosperous industrial 
and agricultural areas of Beds, 
Herts and Bucks, through the 
Home Counties Newspapers 
Group of eleven individual local 
newspapers—an obvious choice 
of the astute advertiser who 
seeks coverage, service and value. 


* * * 


When planning = your 
campaign remember the 


HOME COUNTIES 
NEWSPAPERS GROUP 


1953 


PER TRADE 
S/COL mm FLAT 
INCH RATE 


A.B.C. NET SALES 
126,765 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


photography 


fact 
: advertising 


FULL COLOUR FACILITIES 
Official Photographers to the LONDON Z0O0 


26a BREWER STREET, W.! 
GERRARD 6665 and 5868 
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Predicting the trend 


of future sales 
By JOHN MASON, 


statistical economist, J. Walter Thompson Co. Ltd. 


The etficient organisation of a business depends substantially 
on an accurate assessment of what demand is likely to be 


in the future. 


This will affect not only the production 


side of a business but also the actions of the sales manager 


and advertising manager. 


I O you need information to 
help bridge the time gap 
hetween factory and pantry? 

Have you checked whether 
such data can help “forward 
thinking” on such things as 
material purchases, production 
levels, finished stock positions, 
and so on? 

Do you check up from time 
to time on the information you 
are actually getting?’ 

If you are not satisfied, have 
you asked whether there are 
practical ways in which part at 
least of the gaps can be filled? 

Irying lo answer these 
questions has often proved a 
profitable exercise. The scientific 
use of appropriate market re 
search methods and marketing 
interpretation of such material 
may well be worth looking into 


How far should 

one look ? 

How far ahead should business 
sec? The simple answer is “as 
far as it can.” But the problem 
for most executives is to decide 
how far ahead they really ought 
to be able to see. and then to 
find out how far they can get 
towards the desired objective 
Obviously, the less the gap to be 
filled between the two time 
periods the better, for then the 
real problems become clearer and 
the unavoidable risks can be 
reduced to manageable propor 
tions. 

Forecasting is always risky. So 


the greater the amount of reli- 
able, clear information § procur- 
able on the really “present” posi- 
tion (not last quarter, or last year, 
but now), the more soundly can 
forecasting be profitably 
attempted 

For instance, if a manufacturer 
knows something about whole- 
sale stocks and retail orders on 
wholesale, he can anticipate the 
future course of his order book 
a little (again subject to his 
knowledge of the wholesaler’s 
psychology). If again he has reli- 
able information, and not mere 
guesses, about the retail sales 
position he can see even further. 


If a manufacturer 
wants to sleep... 


1f a manufacturer wants to 
sleep at nights, he must try and 
see at least as far ahead as the 
time it takes to make his product 
in his factory. 

A maker of heavy machinery 
needing 2 years to transform raw 
materials and work in progress 
into finished dispatches will, for 
instance, now be worrying about 
his floors towards the end of 
1954. and whom he can get to 
sign contracts at the end of 1953. 
\ maker of goods based on 
seasonal crops is already wonder- 
ing about the next harvest and 
the state of supply and demand 
in the year following when his 
goods will be sold. Should he 
make and hold stocks now or 
wait and see? 

In general, the minimum desir- 
able “foreseeable” time he needs 
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THE STOCK-FLOW CYCLE 
wvORe . WISHED STOCM POSITION we Time 
‘ : ene 6 vena 3aa@ Retan Parave 
: all 13 = q ad ry - 
a ites FZ H cm 
a HL D. “en 
_ a if =e sagt 
c a ] 5 iJ | 31 is , rs ete 
© o i 
’ bl 4 | iz] 
: — sr: 
| TTT : 
. ti 
yore " [ f t 
‘ ryvy ws TOIT Te TTT b ' 
TIME 
The ideal situation of a firm working somewhere near “effective 
capacity” is shown in this chart. 


Z . . = * x Ps 
. a 

e ee eee : 
: EE ee 
a 

. ee 
| | es 

i a | Po 

‘7 | 

. ___ | 

: — || 

iil 

. ~~} 

; LF git, Caer | | 

“s q 2% = y : 

* Nga : 

fe | |, : 


JANUARY 29, 1953 


ADVERTISING 


PUBLIC RELATIONS 


for limited appropriations 
AVELING GINEVER 


19 Charing Cross Road, London, W.C.2 


Trafalgar 66 31-2 


Litho 
Letterpress 
Silkscreen 


Clarke &C: oun) Ee. 


New Inn Yard, EC2 


Phone: SHO 6281 


ADVERTISER'S WEEKLY 


‘Old England’ shirts 


are well known for 


wa 


known trade mark, too, has had its part in 


quality —but their well- 


establishing their popularity. In using name 
and trade mark on their box covers, this manu- 
facturer--and many others—puts both to 
work at the very point of sale. A Sanderson 
Signature paper does it-——why shouldn't it do 
the same good job for you? Ask your box- 
maker for details ... and about the Sanderson 


Range of Coronation Papers. 


SAVDERSON WAKE 
Sianatwure Parnero 
} r 


LKNERS STREET, LONDON, W.t, 
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Timber: 
Machinery 


Electric 
Motors 


These products, and there are 
many others, will find a new 
sales outlet when advertised 
to the big organisations of the 
timber using industries. 
‘Woodworking Industry’ 
stands alone as the only tech- 
nical journal in this field. It 
by-passes the retail trade and 
directs every copy to the 
manufacturers who use tim- 
ber as their primary raw 
material. 

Every month ‘Woodworking 
Industry’ has the attention of 
executives in all the leading 
houses in this industry. 


Factory 
Transport 
Equipment 


Air 
Conditioning 
Plant 


Spray 
Painting 


Lighting 
Installation 


Conveyor 
Systems 


Safety 
Equipment 


The 


WOODWORKING 
INDUSTRY 


Write for rate card and full particulars today 


THE WOODWORKING 
180 FLEET STREET, 


INDUSTRY, 
LONDON, E.C4 


TRADE CHRONICLES LTD. 


TEL. CHANCERY 8844 
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time, the distributive time and the 
selling time, These latter tumes are 


! of course related to the “stock- 


turn” rates. If trade is steady, 
the retail stock-turn period tends 
to equal the rate of re-ordering, 
but naturally fluctuates if trade 
changes in character, or accord 
ing to retailer's “psychology,” 
both for a product group and for 
an individual brand 


Speeding up 

promotion 

Suppose the retail stock-turn 
rate is 2 months and the whole- 
sale 4 months. If consumer pur- 
chases really increase (i.e. not 
just through a temporary stock- 
ing-up which the wholesaler can 
absorb) the manufacturer needs 
to know this trend as soon as he 
can. Obviously he can speed up 
production and promotion and 
so on. But if wholesalers and 
retailers do not re-order until they 
feel sure the demand change is a 
real one, they may not give the 
maker the signal until 4 valuable 
months have passed by, and he 
may lose the market through 
poor deliveries. 

These time lags in the system 
have had such powerful influence 
that some firms have found it 


desirable, if not always really 
profitable, to side-step the 
wholesaler as much as_ pos- 


sible. But not many firms 
can do this without great diffi- 
culty; nor may it be really desir- 
able. The wholesaler’ often 
provides a very healthy and help- 
ful buffer against wide variations 
in consumption, by holding stocks, 
breaking bulk and saving sales 
office work. An aiternative device 
makes use of retai! shop audits, 
which can help anticipate adjust- 
ments to orders, finished stocks 
and production flow 

But there is still some uncer- 
tainty regarding trends until the 


AD. MAN’S BOOKSHELF 


Self-promotion 


How to Sell Yourself to Others, by 
Elmer Wheeler (The World's Work 
(1913) Litd., 15s.) 

Homilies on self-improvement 
appeal strongly to some. To 
others they are anathema. Those 
whom the subject fascinates will 
doubtless enjoy this book by an 
American “expert in sales 
methods,” though they will find 
much good sense and sound 
advice overlaid by a positive 
Himalaya of froth 

The unabashed frankness of 
title and theme may repel British 
readers. Hypocritical we may be. 
but our instincts are all against 
admitting the desirability of con- 


—————— _ || such inhibition. We 
| honest as he. and admit that he is 


sciously setting out to “sell” 
oneself with the aim of self- 
betterment. Mr. Wheeler has no 


must be as 


| The rate of stock-turn 


consumers’ position is tracked 
down and diagnosed. Are they 
stocking up or using faster? Con- 
sumer panels, pantry checks and 
even attempts to forecast the pub- 
lic’s future imtentions have all 
been developed to supply a better 
base for necessary business deci- 
sions. Economic trend studies 
(or “desk research”) are also 
expanding for the same reasons. 

The ideal sort of situation 
(simplified greatly for clarity) of 
a firm working somewhere near 
“effective capacity,” is shown in 
the chart (page 210). The time be- 
tween consumer purchases (on 
average) should equal the period 
in which the retailers (on average) 
turn over their stocks. Then the 
retailer will never be out-of-stock 
nor over-stocked. (Of course this 
is an ideal, not a reality.) This 
time period should equal the time 
required to turn over factory 
“finished” and wholesale stocks, 
which in turn should equal the 


period required in the produc- 
tion line. 
The role of 

advertising 

If the consumption time is 
reduced, “pipe-line” times are 


reduced and the producer has to 
expand, if he can, by producing 
more in a given time, or expand- 
ing plant as quickly as he can if 
the change is permanent. 

This analysis brings out clearly 
the role of advertising and sales 
promotion. Increasing consumers’ 
frequency of purchase or expand- 
ing the number of consumers, 
helps steadiness (or steady expan- 
sion) in the production Jine itself, 
on a long-term view. Occasion- 
ally, their roles may be to expand 
pipe-lines themselves, but this 
can rarely succeed without the 
other effect being present, apart 
from the special case where 
distribution is initially weak, 


right, for ambition, within limits, 
is laudable, to make a good im- 
pression is one of the secrets of 
success, and behaviour acceptable 
to others is no more than good 
manners. 

While I cannot commend his 
book. for his style irritates me 
and his verbosity is appalling, I 
cannot quarrel With his counsel. 


C.D.R. 


BRIEFLY... 

The British Travel and Holi- 
days Association has published 
the second edition of its list of 
hotels, It is intended mainly for 
overseas Visitors, but a few copies 
are on Sale at 2s. 6d. 


* * * 
Compositors and _ Printers 
Handbook, 1953, compiled by 


W. F. Potts (London Society of 
Compositors, Is.) contains a great 
deal of information which will be 
useful to print buyers 
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The dignity and splendour of the Covronation scene in Westminster 
Abbey is captured in this three-dimensional model produced by the 
City Display Organisation Ltd. for the West Indies. 


Exhibition for 
West Indies 


An exhibition to show to the 
natives of the British West Indies 
something of the tradition and 
splendour of the Coronation will 
be shipped from this country in 
the next few days. 

Sponsors of the exhibition are 
Booker Brothers, McConnell & 
Co., Ltd., the largest sugar pro- 
ducers in the British Common- 
wealth. Entitled “Loyal Tribute,” 
it will be staged at Georgetown 


How packs aid 
sales overseas 


“The actual materials used in 
packaging are important because 
they themselves have a market 
value in many countries,” Henry 
Deschampsneufs, head of the 
overseas department, F. C. 
Pritchard, Wood & Partners Ltd., 
told the Institute of Packaging 
convention at Olympia. 

“In East Africa, for example, 


ans. age aig i gem oogeey and New Amsterdam in British 
away, So é . Guiana, at Po Spz 
bottics end a0 on. Will ali be sold ’ i, t ort of Spain in 


Trinidad, and at other centres. 

City Display Organisation Ltd. 
have constructed the exhibition 
which covers an area of 2,000 
square feet. It was designed by 
James Gardner. 


in the bazaars or used again as 
containers for local products and 
so on. A _ product's sales fre- 
quently depend very largely on 
whether or not some other use 
can be made of its package. 

“A toothbrush in a plastic con- 
tainer is fine. When I was in 
Singapore recently, I saw children 
using these plastic containers as 
pencil cases. You can well under- 
stand how parents can almost be 
forced to buy a particular brand 
of toothbrush by their children.” 


Life-sized models 

At the entrance are two life- 
sized models of guardsmen, with 
bayonets, red tunics and bear- 
skins. Features of the exhibition 
include replicas of the crown 
jewels, a three-dimensional scene 
of the ceremony in Westminster 
Abbey. highlights of the Corona- 
tion procession mounted on a 
revolving round-about, and 
coloured transparencies of various 
kings and queens of England. 

Also included is the life history 
of the Queen in photographs and 
an illuminated scrol] of the pro- 
clamation. 


The Lord Chamberlain has 
given permission for the Royal 
Standard to be used at the exhibi- 
tion. This will appear in the final 
section which is devoted to a 
large, beautifully coloured por- 
trait of the Queen. 


Paper control office 


213 


ADVERTISER'S WEEKLY 


a adecededill 
WANMPOOUAANADOOUAAAO ONAL ALAA LHASA 


fh. 


AUTOTYPE. 


for Royal Portrait Enlargements 


For the most effective Coronation displays only RI: AL. photographic 
enlargements in black and white, sepia or colour can be considered. 
AUTOTYPE: offer the best and latest official pictures by leading 
Court photograph rs at the accepted trade rates with venerous quantity 
discounts. Available in all sizes from 20 ins, by 15 ins. up to Loo ft. 
by so0ft., and as transparencies for rear illumination. T:very one 
executed to AUTOLTYPI:S high quality standards. Order early to 
avoid disappointment. 


Ask for illustrated Price list NOW 


(Most of the really good enlargements are made by Autotype) 
Autotype Co. Ltd., Brownlow Rd., West Ealing, London, W.13. EALing 2691 
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CHANGE OF ADDRESS 


| THE NATIONAL ADVERTISING BENEVOLENT SOCIETY 


changes 


paper 


Bottle party 


The control office at 


Remember the walking Baby Reading will be wound up on March | 
Bubbly bottles at the Brewers’ Aas = 2 eee eats to | 
Exhibition in London last year? + be page tacky lone Ce 
Well—there’s nothing new under The newsprint division, in Lacon | 
the sun. And here, under the  |4ouse, Theobalds Road, London 

brilliant African sun, at Lagos, W.C.1, will remain, but’ will also 
walking bottles win maximum function as a _ branch of the 


interest for Tennents beers. Ministry of Materials. 


at 
| 
27 OLD BOND STREET, W. |! | 
(Telephone: GROSVENOR 8740) 


_ to which address all communications should now 
| be sent. 


| 
| have moved to more convenient offices 
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ADVERTISER'S WEFKLY 


E. A. RATCLIFFE’S 
50 YEARS WITH 
F. E. POTTER 


ALTHOUGH FE. A. Ratcliffe 
remaims an active director of th 
bredk. 1 Potter agency, he feels 
entitled, after fifty faithful 
vervice, to take an occasional day 
off for Lords or the Oval. When he 
was presented with a gold wrist 
watch recently zentle fun was 
poked at his love of cricket in a 
card reproduced below and in 
the accompanying humorous verses 


years 


by LF. C. Saword, managing director. 
The presentation was made by Mrs, 
bh. bk. Potter, widow of the founder 


of the agency, after 
Howard Potter and Mr 
A poster on the wall 


Comfort £4.159 for 


speeches by 
Saword 

“Retire in 
you at 55" 


a Mee « 


had been put up as a humorous 


reference to the fact that Mr. Rat 
clifle was the first man to break 
away from the purely formal an 


nouncement type of insurance adver- 


using, to the modern style. This 
was on behalf of the Sun Life of 
Canada—in_ the _ top-hat-and- 


brougham days of advertising! 
Mr. Radcliffe has worked with 
some of the big names of advertis- 
ing. When he joined, F. E. Potter 
was chairman and E. W. Barney 
managing director. Wilham Craw- 
ford (not yet “Sir’’) was a colleague 


for a while. Mr. Ratcliffe became 
copy chief in succession to George 
Idgar (known also as “George 


Warrington’) co-founder with Jack 
\kerman of Apvertiser’s WEEKLY. 
He tells me that he does not plan 
io retire yet Long may he be 
spared to his colleagues--and to 
Lords and the Oval! 


Men behind the 
petrol ads. 


THe past few weeks have been 
hectic enough for the publicity man- 
agers of the petrol firms, and for 
none more than G. V. Nye, publi- 
city manager of Shell-Mex and B.P. 
Ltd. Mr. Nye is one of those pub- 
licity managers who came over from 
the agency side, where he first began 
to handle Shell advertising in 1929 
and both Shell and B.P. in 1932. 
During the war he was seconded 
to the Ministry of Supply; he was 
assistant director in the Campaigns 
Division and for a while moved to 
the administrative side of the Crown 
Film Unit. It was after the war that 


There is a big welcome at 

YOUNG & RUBICAM LTD. for an 
experienced copy writer, man or woman. 
Please write to George Plante, 

285 Regent Street, London, W.1. 


Y &B 


he came to the huge Shell-B.P. con- 
cern, which is the marketing organ- 


isation for both Shell and Anglo- 
Iranian. 
Mr. Nye was a founder member 


of the Regent Advertising Club and 


has recently been elected to the 
council of the British Direct Mail 
Advertising Association. He is also 


on the conference committee of the 
Advertising Association. 

His “opposite number” Bernard 
Allen, the Esso advertising manager, 
has had a great deal of experience 
of handling large advertising cam 
paigns. He has been with Esso since 
1945. Before the war he was assis- 
tant advertising manager of Johnson 
& Johnson, of Slough, assistant ad 
manager of Wolsey Ltd., a similar 
role with Bob Martin Ltd., at South- 


port, and, finally, advertising man- 
izer for the Goodyear Tire and 
Rubber Co., Ltd 

Besides having travelled — this 
country a great deal he has also 


seen something of the world having 
spent the first seven years of his 
career in South America as an 
clectrical engineer. 


Leslie Needham 
on the board 
A RECOGNITION of the work 


of his whole advertisement depart- 
ment is how Leslie W. Needham 
regards his appointment to the board 
of London Express Newspaper Ltd. 
Mr. Needham, who is director olf 
advertising, Express group, was 
already a director of the Sundays 
Express and Evening Standard com- 
panies; now he is a director of the 


company that controls the entire 
group. 

Part of his success, I have no 
doubt, lies in his ability to work 
with others. A good committee 
man, Mr. Needham continues to 
render distinguished service to the 


advertising movement, as chairman 
of the Advertising Association 
A.1.D. commitice, council member 
of the Association, and a member 
of the Code of Standards commitice 
and the Newspaper Proprictors 
Association advertisement commit- 
tee. Also he is, of course, this year’s 
captain of the Newspaper and Ad- 


vertisers’ Golfing Society and he 1s 
on the committee of Sunningdale 
Golf Club. 

* * * 


To read the article by Sir Miles 
Thomas in the Golden Jubilee num- 
ber of The Motor, which appeared 
yesterday (Wednesday), is to under- 
stand some of the reasons for Su 
Miles’s success—-particularly his pub- 
licity flair. This racy account tells 
how young Miles’s association with 
The Motor began even before he 
joined it in 1919, to become tech- 
nical editor before long. He first 
wrote for it while still at school, 
“through being typically short of 
tuck shop finance, circa 1912/13. 
Edmund Dangerfield always recog- 
nised individual effort . . . and so 
does his son, the then ‘Mr. Roland” 

to-day the chairman and manag- 
ing director,’ says Sir iles. 

As an example of initiative and 


quick thinking I commend __ his 
account of how he waited outside 
the late Sir Henry Royce’s house, 


bought a Kodak from the nearest 
chemist, and got first pictures of a 
new hush-hush 20 h.p. Rolls. 


29, 1953 


JANUARY 


Nothing (much) 
up his sleeve 


Tat . good advertising man 
needs to be a bit of an actor and 
something of a magician would 
appear to be the opinion of Michael 
Bailey, account assistant with G. 
Street & Co., Ltd. He is evidently 
pretty good in both capacities. 

An Associate of the Inner Magic 
Circle, he recently appeared for the 
second time on television in the 
Circle's first show at their new 
theatre in Euston Road. (The first 
TV appearance was at the Nuffield 
Centre Christmas show.) And on 


Tuesday 
week he took the title-role in Street’s 


and Wednesday of this 
1953 dramatic production, 
Carvallo.”’ 

I hope he finds it as easy to get 
an account out of a “prospect” as to 
get a rabbit out of a hat! 


* * * 


A handsome silver 
the engraved signatures of all the 
members of the Australian Adver- 
tising Council, was recently pre- 
sented to Frank Goldberg, govern- 
ing director of Goldberg Advertising 
Lid., Australia, in recognition of his 
11 years’ service with the Council, 
which was formerly the War Publi- 
city Board. 

Mr. Goldberg, who was a founda- 
tion member of the Council, recently 
reured on account of business pres- 
sure, although he is still offering his 
services In gn advisory capacity. 
Edmund Dangerfield always recog- 


* * * 


Tennis and badminton enthusiasts 
at Leeds will welcome D. S. Gore 
who has joined Nevin D. Hirst 
(Advertising) Lid. At tennis he has 
represented the Ministry of Works, 
and at badminton he captained the 


Civil Service Club. 
Contact 


“Captain 


tray, carrying 


WEEKS WISECRACK 


“They may be wonderful 
umbrellas, old man, but 
‘long to rain over us’ 
seems hardly the best 
Coronation year slogan.” 
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BRONZING 


The installation of the most up-to-date 
bronzing plan enables Charles & Read to 
undertake all kinds of metallic printing—~ 
notably gold \and silver which may bé of 
especial interest in Coronation Year. Trade 
enquiries are inwted . . . a fast and efficient 
Service is guaranteed. 


CHARLES & READ LIMITED 
27 Chancery Lane, London, W.C.2 
Telephone HOLborn 2882 
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ADVERTISER'S WEEKLY 


CHARLES & READ LIMITED 


A Peacock Blue (BCC 126) 
b Robe Red . >) ° 
C Tenne (BCC. 73) G@ Queen's Purple for | hoto-Litho-offset 


C Peacock Green (BCC 123 
) 


lo printers, publishers and advertising avents 
Charles ¢~ Read offer a complete photo Litho off sel 
service rivht in the heart of Landon, | p-to date 


fOr (BC 114) 


equipment, and a willing st aff eine 
promi ce of faithful reproduction and deline r) 


within reason as required ! 


CHARLES & READ LIMITED 


for folding box cartons 


17 Harlow Charles ¢> Read's nen folding box carton 


fac fory 1s nearing completion: phere, nen equ pu nt 


in a well-planned production system nill not onl 
result in better cartons in less time, 
hut more often than not, better cartons at a 


mnch reduced cost. 


CHARLES & READ LIMITED 
REPRINTS OF THIS INSET 


for bronzing 


The colours in) this inset are named for 


use in Coronation Year Reprints of the inset Lhe installation of the most up to-date DIONZIN: 


plant enables Charles © Read to undertake all 


for future reference will vladly be sent on 


, : 
kinds of metallic printin: notably vold and 
; or /ner hich py y f «4 ral pler, v7) 
request — just write to Mr. Victor Read. This ts, sever wk way UE OF ‘pecta interest im 
Coronation Year. lrad eNGuIrles are invited... 
of course, without any obligation on your part. a fast and efficient service ts onaranteed, 


CHARLES & READ LIMITED 
27 Chancery Lane, London, W’.C.2. Telephone HOLborn 2882 
and at Harlow, Essex. 
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JANUARY 29, 1953 ps b ADVERTISER'S WEEKLY 


Cheapest “buy” 
among all monthly 
magazines in A.B.C. 


Full details of the reader-questionnaire analysis sent on request to :— 
A. H. McISAAC: Advertisement Director 
ARGUS PRESS LTD * 8/10 TEMPLE AVENUE Ev4 © CENTRAL 3514 
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ADVERTISER'S WEEKLY 


We 


THAT Arthur Christiansen, editor 
Daily Express, contributed a pictur 
of his miniature poodle Suzi to the 
Tail-Wagger Magazine's serics “My 
favourite pet's picture.” 

*” * 


THAT Newman's Slippers Ltd. havc 
booked on Blackpool's Electri 
News Sign for the third year in 
succession, 
* ¥ * 

THAT John S. Moyes, group 
editor, Circle Publications Ltd., has 
been elected honorary secretary of 
the 1953 Corsetry and Underwear 
Trades’ Ball Committee. 


THAT 
publishers of trade and technical 
journals, have moved into their new 
premises (photographed above) at 


United Trade Press Ltd., 


Boswell House, Gough 


Square, 
Fleet Street. 


Hear— 


THAT the British Philatelic Asso- 
ciation is offering £10 10s. for the 
winning design in a poster competi- 
tion drawing attention to philately 
from the point of view of the col- 
lector. 
* # 

THAT Gilbert Harding and Bessie 
Braddock, M.P., were guests at a 
Dorchester reception arranged by 
Auger & Turner Ltd., when an out- 
size fashion show was held by their 
clients Norman Linton Ltd. 

* * . 
THAT an Art Ball is to be held by 
London branch of the British Dis- 
play Association on February 13 at 
Liberty’s, Regent Street. 

¥ * * 

THAT W. S. Crawford Ltd. darts 
team beat Masius & Fergusson 2-1. 
* * * 

THAT Goddard-Lawrence & Co. 
have been appointed advertisement 
representatives for The Essex 

Countryside. 

* * ” 
THAT Harry A. Florent, signwriter 
with Selfridges, is featured in the 
“Personality of the month” section 
of the store’s house magazine, The 
Key. 

* * * 
THAT Major J. E. Woodman, of 
the Drapers’ Record Ltd., spoke on 
the trade and technical press to 
students at Aireborough Grammar 
School, Yorkshire. 


tant. 


AGENCY 


Leading American Agency requires first 
class executive for London Office. Must 
have highest type all round experience 
covering every phase modern agency 
operation—experience in merchandising 
and advertising consumer goods impor- 
Position offers starting salary | 
of £2,500 per annum with excellent 
prospects for right man—Reply in 
Confidence to 
Box 3845 
Advertiser's Weekly, 180 Fleet Street, E.C.4 
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THAT this is one of the showcards, 
with a red, yellow and white colour 
scheme, which is to be used for 
Father's Day promotion this year. 
* r * 
THAT J. T. Robson & Son Ltd. 
have been appointed British repre- 
sentatives for Ulster Agriculture and 
Irish Radio News, and London 
representatives for Mosoring Life. 
* * * 


THAT 274 shopkeepers 
ringay, North London, are to be 
asked to contribute five guineas each 
to an advertising campaign aimed at 
improving trade in their district. 

* . 


in Har- 


7 
THAT Dennis Brady, from the 
studio at the Stuart Advertising 
Agency, was married in Dublin to 
Dolores Quinn. 
* e 
THAT there was a full turnout of 
representatives of Irish advertising 
agencies at the annual staff reunion 
of Independent Newspapers at the 
Metropole Ballroom on Saturday. 
x , re 


THAT F. Murray Milne told the 
City of London Tradesmen’s Club 
that the time had come for the 
City of London to tell its story, 
when he spoke to them on “Industry 
is News” on Monday. 
* * +. 
THAT Bibby’s are introducing their 
Araby toilet soap in a new Corona- 
tion pack. A new perfume has been 


added which is’ described as 
“original and elusive.” 

* * ++ 
THAT an_ Industriai Garment 


Parade, organised by Wright's Pub- 
licity, in which professional models 
will wear various types of protective 
clothing as used in factories, will 
be a feature of the Factory Equip- 
ment Exhibition to be held at the 
Royal Horticultural Society’s New 
Hall. Westminster, from March 
23—27. 
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ADVERTISING 
DIARY 


Friday, January 30. 

ALowycn CLus 
Savoy 6.30 pm 

Monday, Februsry 2. 

Pusticirry Cius oF Lonpon. De 
bate on modern readership research 
techniques (House committce 
meeting.) Waldorf Hotel. 6.15 p.m 

NORTHAMPTONSHIRE PUBLICITY 
Cur E Fordice on “Agency 
visualiser problems."” Plough Hotel 
Northampton 7.30 p.m. 

Bristo. aND West Pusiicity 
Cius. Michael Holloway on “Litho 
and letterpress printing.’ Grand 
Hotel (educational lecture) 
fednesday February 4. 

ADVERTISING CLUB OF OXFORD 

. E. Room, director-general of 
the Advertising Association on 
“The Association and the Clubs.” 
Black Hall. 630 pm 

InsTITUTE OF PUntIC RELATIONS 
Dame Caroline Haslett on ‘Public 
Relations for women's organisa- 
tions.”* Shaftesbury Hotel 
12.45 p.m. 

INCORPORATED Sates 
ASSOCIATION Norman Moore on 
“Modern Trends in Advertising” 
Connaught Rooms 1 pm 

Thursday. February § 

Marker Researcun Socery Dr 
H. O. Hartley on “Aspects of inter 
viewing techniques Cher August 
1 pm 


SOOT TOT E HEH Tee HHH Heer ee eee eeee 


Ladies’ Night 


eee ee eeeeeeeeenees 


MANAGERS’ 
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JANUARY 29, 1953 
Publications News 


And Notes 
‘Reader’s Digest’ 


ads. record 


The International editions of 
Reader’s Digest during 1952 carried 
29-4 per cent more advertisers than 
in the previous year and an increase 
in advertisement pages of 12-2 per 
cent. 

In all they carried announcements 
from 1,697 advertisers, accounting 
for well over 50,000 pages in the 28 
editions. 

Iwo more editions were added 
during 1952—the Austrian and 
Iberian. Total circulation of all the 
editions reached 17,500,000 copies. 

The April issue of the Swedish 
edition will celebrate its 10th year 
of publication. It will carry an 
extra 32 pages devoted to the ten 
best articles of ten years ago. It 
is stated that a heavy promotion 
programme has made it possible to 
predict at least a 10 per cent extra 
bonus circulation above the 260,000 
guaranteed. 

mm 


* * 

Sales of the Daily Sketch have 
risen by over 100,000 since Asso- 
ciated Newspapers took it over 
from Kemsley. 


,’ By air to Texas 


A special Transatiantic edition of 


the Irish Independent, flown to 
America, featured greetings con- 
veyed by the paper's chairman, 
Thos. V. Murphy, to the Texas 


Daily Newspaper Association, which 

celebrates its 32nd birthday next 

week. Portraits of leading person- 

alities of the Association illustrated 

the feature. 
* * * 

With the January issue, Photo- 
graphic Trade Bulletin appears in 
slightly larger form, with new 
editorial layout, new cover design, 
and about 15 per cent more space 
for advertisers. 

* * »” 

February issue of the Purchasing 
Journal will carry 73 pages of 
advertisements—a record. 


Ads. competition 


Following the success of its adver- 
tising competition last December, 
John Bull gives three pages in this 
week's issue to a Fitting Phrases 
contest. Readers are asked to place 
specially selected phrases to a num- 
ber of advertisements and a £50 
prize is being awarded on each of 
the three pages for the most skilful 
entry as decided by a panel of ad- 
vertising experts. 

* 


* 
Cumberland Evening News, issue 
January 21, was able to tie up a 
11 in. x 3 col. B.P. Super Petrol 
advertisement with, on the same 
page, an editorial and a picture of 


Monte Carlo Rally cars passing 
through Carlisle. 

+ * 
Last Sunday's Sunday Express 


carried a front-page lead story as a 
“curtain raiser” to its new series, 
“The Man Who Never Was,” the 
story of a sensational triumph of 
British Intelligence during the war, 
which begins on Sunday. Its author, 
the Hon. Ewen Montagu, Q.C., 
Judge Advocate of the Fleet, was 
war-time Naval Intelligence Officer. 
This feature is being publicised in 
national and provincial papers as 
well as by a wide distribution of 
pamphlets and d.c. bills 
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wanted for 
WOMAN ‘ILLUSTRATED 
JOHN BULL 


Three Top-level 


Advertising Men 


We are extending our activities and an exceptional opportunity presents 
itself for three first-class men with proven selling ability for the Advertise- 
ment Department of these three leading British periodicals. These are 
positions for men with imagination, a flair for presenting big space selling- 
ideas, and the ability and drive to initiate and see them through. Whilst 
a publishing-house background would be an advantage, a wide sales 
experience is more essential. The age of applicants should be between 35 
and 40 and the salary and conditions of engagement to the right men will 
be generous. Applicants may at present be holding important positions as 
directors, sales managers or sales planning executives and will sense in 
this announcement an opportunity for greater scope for their abilities. 
All applications will be treated with the strictest confidence. Please write 
only in the first instance to 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR 


ODHAMS PRESS LTD., 96 LONG ACRE, LONDON, W.C.2 
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U.K. launch Timex—drop Kelton 


Another Cadbury 
account for C.P.V. 


London Press Exchange Ltd. have 
voluntarily relinquished the Bourne- 
ville cocoa account. Cadbury Bros. 
ltd. have appointed Colman, 
Prentis & Varley Ltd. to handle this 


product. C.P.V. already handle the 
Cadbury Drinking Chocolate 
account, 


The appointment dates from Janu- 
ary | but will not affect arrange- 
ments made for space already 
booked. 


New Wisdom 
gets record 
campaign 


Addis Ltd. are to launch the 
biggest ever campaign for their 
Wisdom = toothbrushes already 
claimed to be the most heavily 
advertised brand in the country, 
It will be for the new Wisdom 
with Flextron tufts. 

Large space editorial style ad 
vertisements will appear in all 
the leading national daily news 
papers, backed by a strong trade 
press campaign. A new dis 
play stand has been produced and 
the brush will be supplied in a 
new all-plastic V pack 

Flextron will be advertised as 
“a new improved kind of nylon 
that has all the advantages of 
nylon plus the essential liveliness 
and snap-back of the _ finest 
natural bristle.” The copy will 
be headed “New = discovery 
makes your present toothbrush 
out of date!” 

‘The J. Walter Thompson Co., 
Ltd., handle this account. 


Kellogg’s new 
product 


Bran Flakes is the name of a 
new product being introduced by 
the Kellogg Co. of Great Britain 
Ltd National advertising will 
break on Monday, February 9 

Bran flakes are already on sale 
in the London area, Yorkshire 
and Scotland. They will be intro 
duced to Northern — Ireland 
shortly. 

It is a flake product made with 
wheat and bran, retailing at [14d 
a pack, 

The J. Walter Thompson Co., 
Ltd., will handle the campaign 
which will include national news 
papers and magazines. 


ANOTHER SQUASH 


The Apollinaris Co., Ltd., are in 
troducing a new line in their Presta 
range of soft drinks——-tangerine 
squash, Advertising, handled by 
Napper, Stinton, Woolley Ltd., \s 
at present confined to the trad 
press. 


U.K. Time Ltd. are to intro- 
duce a new line of watches under 
the name of Timex, and gradu- 


ally drop their existing Kelton 
range 
The firm’s parent company, 


United States Time, already use 
the trade name of Timex which 
is advertised on a large scale, 
not only in the United States, but 
in many other countries 

“Our adoption of the name 
limex will be of a great advan- 
tage to us for we can tie in to a 
great extent particularly from an 
export point of view,” stated R. 
Masters, advertising manager of 
U.K. Time. 

Initially the Timex range will 
consist of six men’s watches and 
one lady’s miniature watch 

U.K. Time will be launching 
their biggest ever campaign to 
promote the name Timex. They 
aim to cover 98 per cent of the 
population with advertising in 
national daily and Sunday news- 
papers and some 60 provincial 
newspapers. In addition they are 
sponsoring a new programme on 
Radio Luxembourg in April. 

There will be a great deal of 
emphasis on display and point of 
sale material. A new box for 
Timex watches has been designed 
together with “expendable” dis- 
play cards. These are sent to 
retailers with the watches already 
fitted. When all the watches are 
sold the display card can be 
scrapped. The idea is to over- 
come the dealers reluctance to fit 
watches into the cards themselves 
Graham & Gillies Ltd, are the 
agents. 


Coronation time 


Ingersoll are introducing a 
Coronation range of clocks and 
watches. Advertising will start in 
March in national daily and Sunday 
newspapers and periodicals, 

The time-pieces have — pictorial 
nlials in’ full colour showing the 
Queen. Portraits used include a 


GREENLYS GET 
EVER READY 
BATTERIES 


Greenlys Ltd. have taken over the 

battery advertising of the Ever- 

Ready Co. (Great Britain) Ltd. A 
campaign is in preparation. 


study by Baron. Two pocket watches, 
two clocks and a travelling model 
with a folding case are being put 
on the market. 

A display stand has been produced 
with the theme of “Coronation 
Time’ and blocks are being issued 
to retailers for local paper advertis 
ing Spottiswoode, Dixon & 
Hunting Ltd. are the agents. 


Provincial and sporting press ad- 
Veruising supports a new socec! 
series by Trevor Ford, Sunderland's 
Welsh international, starting in The 
People on Sunday. 
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e AT A GLANCE e 
ACCOUNTS MOVING: 


A. C. Gill & Cleaver Ltd., makers of Marquise hair nets, to 
Ripley, Preston & Co., Ltd., Ever Ready batteries to Greenlys 
Ltd 


NEW ACCOUNTS: 


Combustion Equipment Ltd... combustion” engineers 
boiler efficiency specialists, for Rathbone Publicity Ltd. 

John Bolding & Sons Ltd., sanitary equipment manufacturers, 
Dent & Hellyer Ltd.. hospital equipment manufacturers (full 
pages in trade and technical press), and Nintonia Byrom Ltd., 
permanent waving machines and solutions (technical press) for 
Allardyce Palmer Ltd. 


NEW CAMPAIGNS: 


Pliotfilm (Alfred Bates & Son Ltd.), national and trade press; 
Roneo Ltd., electronic stencils and steel partitioning (T, Booth 
Waddicor & Partners Ltd.), national and provincial press; Gibbs 
shaving cream (1 jntas Ltd.) large spaces in national newspapers 
and screen advertising; Wisdom Flextron toothbrush (the J. 


and 


Walter Thompson Co., Ltd.), large spaces in national news- 
papers; Bilberet, made by Beret Industries Ltd. (Sommerville 
& Milne Ltd.), women’s magazines; Coats Gossamer thread 


(Colman, Prentis & Varley Ltd.) trade press: Dr. R. Schiff- 
mann’s Asthmador, made by Fassett & Johnson Ltd. (G. Street 
& Co., Lid.) national press; Formica laminated olastic cut panel 
scheme (Graham & Gillies Ltd.), national magazines, women’s 
journals, trade press: 365 handkerchiefs (F. John Roe Adver- 
tising Ltd.) national newspapers, magazines and trade press; 
Presta tangerine squash (Nanper, Stinton, Woolley Ltd.) trade 
press; Creamola (Paul E. Derrick Advertising Ltd.) national 
press. 

Bemax (Spottiswoode, Dixon & Hunting Ltd.) national and 
provincial daily newspapers and Radio Times; Malga Cream 
(Alfred Pemberton Ltd.) bakery trade journals; Gibbs Chloro- 
phyll Dentifrice (Foote, Cone & Belding Ltd.) national news- 
papers and maguizines; “Boy’s Own Paoer” (direct) News 
Chronicle, Manchester Guardian, Yorkshire Post, religious 
papers and trade press; Bran Flakes, made by Kellogg's (the 
J. Walter Thompson Co., Ltd.), national and provincial news- 
papers and magazines; Timex watches, made by U.K. Time 
Ltd. (Graham & Gillies Ltd.), national and provincial news- 
papers and radio advertising. 


OVERSEAS ACCOUNTS: 


Trinidad & Tobago Electricity Commission for Allardyce 
Palmer Ltd. Gocal pavers and cinemas) 


issues of an extensive list of women’s 


Kraft budget up 
70 per cent 


Kraft Foods Ltd. have increased 
their advertising appropriation by 
7) per cent this year. Their aim is 
“a bigger turnover on the basis of 
lower costs to the housewife.” 

Double-page spreads appeared in 
the trade press this week announcing 
the reduction in price of Kraft 
Salad Cream and Mayonnaise to 1s 
a botth 


The ads 


stated the 


lower price 
was due “to the steadily increasing 
popularity of Kraft Salad Cream 


and Mayonnaise, which has enabled 
us to build up a volume of business 
that allows us to slash costs.” 

The agents are the J. Walter 
Thompson Co., Ltd. 


Plastic panels for 
the home 


Heavy advertising will break in 
March for the 1 duction by 
Thomas De La Rue & Co, Lid., of 
Formica taminated p! c in handy 
size panels for use in the home. 

The Formica ¢ Panel Scheme 
is the marketing ne is known 
has been tested south coast 
town Now it will be operated 
nationally 

Full and half-pages 
have been booked 
ind Jilustrated nd 
have been 


n full colour 
Picture Post 
nilat 
booked for the 


spaces 


April 


ma zazines. 

Trade press advertising started this 
week in the form of four pages, 
printed yellow, in the hardware trade 
papers. Agents: Graham & Gillies 
Ltd. 


Selling light 
to the natives 
Allardyce Palmer Ltd. have been 


given the job of selling electricity to 
the natives of Trinidad and Tobago. 

The Trinidad and Tobago Elec- 
tricity Commission recently sent a 
representative to this country to 
sign an advertising agency. Allar- 
dyce Palmer were appointed and to 
overcome the reticence of the mixed 
native population, they have pre- 
pared a series of advertisements 
illustrating how electricity is 
“speedy,” “economical” for indus- 
try, “convenient” for domestic uses, 
ind “safe for children.” 

Local papers and cinemas will be 
used. The Commission expect to 
treble the consumption of electricity 
within five years. 


Fawley film 


The value of the industrial film 
is a promotional medium was 
demonstrated to members of The 
British Sales Promotion Association 
when “Fawley Achievement” was 
screened by courtesy of Esso Petro- 


leum Co., Ltd. 
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CLASSIFIED ADVERTISEMENTS 


LIBRARIAN 


take 
Library 


required to charge of 
and be 
responsible (with an assistant) 


for: 


Research 


Distribution throughout agency 
of appropriate information 
and cuttings from general and 


technical press. 


2 


General library facilities. 


Miscellaneous outside 
with official 


organisations. 


enquiries 


Salary according to experience 
and qualifications. 


Apply with full details to 
Research Officer, 


MATHER & CROWTHER ‘<TD., 
BRETTENHAM HOUSE, 
LANCASTER PLACE, W.C.2 


VACANCIES for progressive men with 
selling and gencral business ability 
wishing to make career n Estate 
Agency Adaptability, keen to achiev 
results, cag driver. Highest integrity 
(evidence of Christian or public-sspirit 
idea's w help) Write fully in con 
fidence age experience, present incom 
Box 3656 Ad. Weekly 180 Ficet St bC4 

NATIONAL QUARTERLY cratt mage 


zine = needs 
obtaining 
subscribers 


good) = representation 
advertisements 
in high 


spending circle 


for 
Reacers and 


Write 
Box 3810 Ad) Weekly 180 Fleet St EC4 


LEADING 
Accessory Industry in West 
Area iS appointing Assistant 
tising Department Exce 
approved applicant, who should 
aged 25/30 years preferably 
Advertising and Publicity 
Cameen. Pension scheme 
Box 3586 Ad 


experience 
Apply 


Typographers 


If you are getting tired of 
working on the same old 
like 


the opportunity of a new, 


accounts, and would 
varied and interesting job, 
please "phone Erwin, Wasey 
& Co., Ltd., MAYfair 8171, 
and speak to Mr. K. Kennard. 


MANUFACTURER in Motor 
London 
in Adver- 
ent prospects 
be 
with 


Weekly 180 Ficet St EC4 


GENERAI ARTIST REQUIRED 
Studio of well-known group of Fle 
Street publishing companics Must 
expe nced 1 rawing f reprod 
tion advertisement 1 it id 


in 


RATES: APPOINTMENTS VACANT, 43s. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. 
classifications, 4s. per line, 45s. per display panel inch. 


charge, one line plus 9d. covering postage, etc. 


advertisements under seven insertions MUST BE PREPAID 


unless be or she, 


Weekly,” 180 Fleet Street, London, E.C.4, 


or the employment, 


APPOINTMENTS VACANT | 


Situations Vacant: ““The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant ls a man aged 18-64 inclusive of a woman aged 18-59 inclusive 
is excepted from the provisions of the | 
Notification of Vacancies Order 1952." | 


ADVERTISER'S WEEKLY 


i APPOINTMENTS VACANT 


All other | 
S lines. Box No. 
on application: all 
Address “Advertiser's 
CHAncery 8844 (Ex. 25). 


Minimum 
Series rates 


GRANT ADVERTISING | 


have an interesting job for a 


OPPORTUNITY 
FOR PRODUCTION ASSISTANT 
London Publishers 
keen man with 
sales promotion or agency ¢X- 
perience for expanding depart- 
ment. Knowledge of all printing 
processes. Able to produce 
workmanlike roughs, Perman- 
ency and progressive. Send full 
particulars, salary required, to 
Box 3619 
Advertiser's Weekly 180 Fleet St EC4 


Famous re- 


quire young 


E 


opening for young man as 
in studio. Write details age 
at Technical or Art Schoo! 


XNCELLENT 
1 EARNER 
and traming 


to Ss 
Box 3814 Ad. Weckly 180 Fleet Si ica 


ARTIST required for general Studio work 


in West End Agency, good lettering 
essential and aptitude for other finished 
work desirable, Age, experience, salary 


to : 
Box 3806 Ad. Weekly 180 Fleet St BC4 


MANAGER 


London Store invites applications 
for the position of Assistant 
Manager in their Advertising 
Depirtment. The position calls 
for a man (preferably under 35) 
with good all-round advertising 
experience including a thorough 
knowledge of production 
methods and routine. He should 
possess creative ability, initiative 
and drive, and must be able to 
supervise all work of the de- 
partment. 


Our own staff have been informed of 
this advertisement 


Write in the first instance, to 


Box 38648 
Advertiser's Weekly 180 Fleet St EC4 
stating age, full details of experi- 
ence and salary required.} 


ARMSTRONG SIDDELEY MOTORS, 

( itry have a icancy for a writer in 

Technica Publications Depart 

t An adaptable and capable 

“ with @ mechanical mind coud 

up the technical side of the job 

‘ 4 iS concerned with gas turbin 

« Apply in some detail to 

Keteren HPi, The Personne! Mana 

g Armstrong = Siddeley Motors, 
( niry 

ASSISEANT TO SPACE BLYER rr 

juired in leading London = agency 

(PAD Excellent’ opportunities — for 

advancement for keen man of good 

approach with not less than three years 

1 wy expericnce in similar position 


hu jctails w 


Box 3807 Ad. Weekly 180 Fleet St EC4 
VERSATILE Avency-trained layout man 
{ London Agency This is a pr 
v DP 1 requirin k f 


Weekly 180 Fieet St EC4 


COPY DETAIL 
ASSISTANT 


fully experienced, 
wanted by medium-sized, 

West End Agency. 

Send full details to 


Box 3643 
Advertiser's Weekly 180 Fleet St EC4 


Apply, in writing, giving information of experience, 
positions held, and general background. Applicants 
chosen for interview will be given full details of | 
Contract, together with advice on living conditions 
in Bombay. 
Art Director, Grant Advertising Ltd., 36 Grosvenor Street, W.1 
FIRST CLASS RETOUCHER required | SIGNS: A first ASS representative who | 
West End Studio MAY fair has g00g connections amongst National 
2251. | Advertisers and Multiple ir Strong 
LEADING MARKET RESEARCH Organ backing will be given to man whose 
isaton requires man with considerable carning capacity is we tli a 
x nce of ad surveys to tak year Liberal salary, comm n and 
nt ol a i expanding department expenses The position is with one of 
Must be casel of designing question the largest sign manufacturers in the 
‘ ind of contro‘ling national sur country. Full details in the first instance 
“ wish SM aenaen” ie vn of past experience, if at present 
{ d progress f - mean with on employed; state whether @ cae owner 
aptitu for ” this work : Give full | and clean licence.—-Box No A 
pb of education. as Prome ace. | 78636, Samson Clarks, ‘7 61. Mortimer 
etc.. to e: , : Street, London. W.1 
Box 3698 Ad. Weekly 180 Fiect St EC4 YOUNG LADY required fer clerk 1 
and inside contact for t tring and 
foundry Write full d rary 
| to 
ASSISTANT ADVERTISING | | lox wo 48 Woy to roo sites 


ETTERER-GENERAL for 
class work Oo youngsters 
on our premises considered 
Details to 
Box +815 


sound high 
Part time 
if desired 


Ad Weekly 180 Fieet St BC4 


ART DIRECTOR 


WANTED 
BY ADVERTISING AGENCY 


FROM THE APPLICANT'S POINT OF VIEW — 


This position carries any salary he can justify and the 
opportunity to make his name (if he has not already done 


It is a job with a future. 


su) 
' 


Wil 
and will have at his disposal a 


an enthusiastic group of designers. 
encouragement in his work from the Directorate of this 
well-known Advertising Agency which numbers among 
its clients several famous, national advertisers. 


FROM THE AGENCY'S POINT OF VIEW — 

We seek an artist designer of proven ability with at least 
5 years’ practical experience in advertising. 
able to inspire and develop the abilities of his staff and 


to make full use of the scope 
and improve the creative work 


Fully detailed replies should be addressed to 


Box 3579 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


be expected to use his creative abilities to the full 


The successful applicant 


good Studio Manager and 
He will have every 


He must be 


he is offered to influence 
of the Agency. 


your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


| 
ART IN MARKETING LTD | 


NEED 
FIRST CLASS 


unless be of she, or the employment, 


Notification of Vacancies 


220 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: “The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 


is excepted from the provisions of the 


Order 1952.” 


LETTERING 
ARTISTS 


immediately 


Pleasant conditions. 
5 day week, good 
salaries for the right 
men... 


102-105 SHOE LANE, E.C.4 
Central 2526 


BURROUGHS WELLCOME & CO bu. 


a vacancy for a creative layout artist 


FIRST CLASS CREATIVE 


COPYWRITER 


wanted for 


INDUSTRIAL ACCOUNTS 


To have the experience required, he will not be below thirty- 

five, and most, if not all, of his copywriting career will have 

been with good agencies. This post is well-paid and offers 
an excellent future. 


Write, giving personal details and salary required. 
TAYLOR ADVERTISING LTD. 
115 Gower Street, London, W.C.! 


with sound up-to-date experience 
typography and the use of good 
work to take @ position in their 


PRODUCTION MAN with sound adver- 
tising sense required for rapidly expand 


Unit, handling press advertising and the ing Provincial Age ney A keen ener 
production of booklets, brochures, etc uctic ‘all-rounder Adaptations 
ive day week, pension scheme and block ordering, production of print 
canteen. Applications, which will b« through al) stages from basic materia! 
treated in confidence, should give fu etc. Write giving full details of past 
particulars of age, experience and als» experience and salary required to The 
an indication of the salary required Manager Joughin Advertising, 23. 
The Manager, Publicity Division Bu North Street, Guildford, Surrey. 
roughs Wellcome & Co., 183-195 | GENERAL ARTIST. An excellent 
s Euston Road, London, NW.b opportunity, in the studio of a promi 
“if JUNTOR SPACE SALESMAN, aged nent technical house, for a young man 
a, 20-22, required for busy Fleet Street who is a good letterer and has a sound 
¥ 


; newspaper and magazine represematives’ knowledge of type. Figure work ao 
hs office Experience not essential, but advantage. Five day week. F rite 
* must be keen and anxious to learn stating age, expericnce and salary re 


quired (send ro specimens) to i : 
Box 3803 Ad. Weekly 180 Fleet St EC4 


Write S 
Box 3813 Ad. Weekly 180 Fleer St C4 


Experienced 
Copywriter 


REQUIRED BY 
LEADING LONDON AGENCY 


Only an experienced Copywriter who has worked on 


large National Accounts will be considered. Candi- 


dates must have the ‘flair’ to initiate campaigns and 


think in ‘themes’ rather than in individual advertise- 


ments. Salary will be according to ability. Letters 


giving fullest information of previous experience but 


without specimens at first, to 


Box 3824 


Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


‘Phone your Classifieds 


SPACE REPRESENTATIVES (3) required 
in Southern Counties, South Wales and 
Yorkshire by publishers of well-known 
series of official guides and handbooks 
These positions would suit experienced 
men able to command = substantia! 
incomes 
Box 3802 Ad. Weck'y 


i80 Fleet St EC4 


JANUARY 29, 1953 


im APPOINTMENTS YACANT 


PRODUCTION 


We urgently require 
another Production Exe- 
cutive. He must be fully 
experienced and capable 
of taking charge of a 
| group of very active 
| accounts. Good prospects 
| in an expanding Agency. 
| 


5-day week. Telephone 
for appointment. 
TIBBENHAM PUBLICITY LTD. 


244 HIGH HOLBORN, W.C.! 
Phone Holborn 8074 (3 lines) 


LONDON AGENCY (EPA) requires addi 
tional first class general artist. Good 
furniture drawing and lettering 


_Box 3699 Ad. Weekly 180 Fleet St EC4 
LETTERING ARTIST required, experi- 
enced in colour and black and white 
work of a high standard for reproduc- 
tion. Phone Croydon 3930 for appoint- 
ment 


A SPACE SALESMAN required for even- 


tual managership of wade journal in 
London. The following qualifications 
at least three years experience 


of the specialised press, a good educa- 
tion and working knowledge of produc- 
ton Interest in the marine industry 
a valuable asset The position calls 
for a sound reliable man, prepared w 
work initially under supervision of 
director, Write fully giving details of 
Present position, age and salary expected 


to 
| Box 3808 Ad. Weckly 180 Fleet St EC4 


| essential 
| 
| 
| 


FIRST 


highly remunerative position. 


salary required. 


STUDIO 


Irwin House, Gough 


IRWIN DESIGN SECTION 


Expansion of this department affords excellent opportunity for 


VISUALISER 


Able to execute slick scamps or finished roughs, plan 
campaigns and give copy lead. A really progressive and 


Only advertising men of wide experience should apply. 
Write in first instance for appointment giving experience and 


Managing Director 
IRWIN LIMITED 


CLASS 


Square, London, E.C.4 


PRODUCTION, There is a vacancy in 


the Production Department of a laree 
agency (West End) which calls for a 
man of wide experience, sound know!l- 
edge of all production processes for 


both advertising and print, with ability 
to control smooth flow of substantia! 
volume of work Write giving age 
and fullest details of experience and 
State salary required 

Box 3801 Ad. Weekly 180 Fleet St EC4 


PUTNAM STUDIO 


requires 


GENERAL ARTIST 


capable of first-class work 
in line wash and colour 


RETOUCHER 


capable of first-class figure 
and general work 


Write or phone for appointment to 


11 Down St., Piccadilly, W.1 
GROsvenor 2585 


LETTERING ARTIS! 
enced man required for 
don studio Inte 
National Accounts 
Box 3812 Ad. Weckly 180 Fleet St EC4 


First-class experi- 
well-known Lon 
ng work on 


to CHA 8844 (Ex 25) 


ADVERTISEMENT SPACE SALESMAN 
required for established specialised pub- 
lication. Write fullest details, 

Box 3697 Ad. Weekly 180 Fleet St EC4 


WANTED 
MARKET RESEARCH 
OFFICER 


with experience in design of 
quota and probability samples 
for consumer and retailer sur- 
veys. Age 25-35. Good academic 
qualifications in statistics. Write 
stating salary required to M.A.A. 


RESEARCH SERVICES LTD. 
91 Shaftesbury Avenue, W.1 


EXCEPTIONAL OPPORTUNITY  pre- 
sents itself for a young man (under 34) 
who has had a little space-selling ex- 
perience or is keen to enter that field 
A well-known Fiecet Street group of 
periodical-publishing companies is pre- 
pared to train such a man for early 
Promotion to one of its main adver- 
tisement departments. Probationary 
Salary £6-£7. Write, in strict confidence 


| to 
' Box 3669 Ad. Weekly 180 Fleet St BC4 
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APPOINTMENTS VACANT fF 


FIRST CLASS FIGURE and 
LETTERING ARTISTS 
required 


Only top flight artists 
need apply. Salary 
commensurate with 
ability. Beginners are 
not required. Good 
working conditions. 
5-day week. Write 
for appointment, 


Art Director, 
Grafton Arts Ltd. 
St. Bride’s House 
Salisbury Square, E.C.4 


YOUNG LADY ACCOUNTS CLERK 
required by an Advertising Agency. 
Fieet Street area. Previous experience, 


essential Write stating experience 
age and salary required to Box No. 
3345 Knox & Hardy Ltd, 24 Tudor 
Street. E.C.4 


ASSISTANT (femaie) required 
tising department. Previous 
desirable, but not essential 
good at figures and be able 
Call 9-11 a.m or 2-4 
FREEMANS (LONDON 5 Ww. 5 1D, 
139 Clapham Road. London, S.W9 


for adver- 
expericnce 
Should be 

am _—. 


Opportunity for 


experienced 
PRODUCTION 
MAN 


We want another experienced 
Production Assistant, and he 
must be fully conversant with 
every aspect of ordering blocks, 
typesetting, etc — capable of 
taking a group of accounts and 
being personally responsible 
for every production detail right 
down to the issue of the 
material to papers. 


This job calls for experience. If 
you can match up to these re- 
quirements, we'd like a factual 
letter giving age, salary and your 
history to date. 


Address your letter to Staff Manager 


SERVICE ADVERTISING COMPANY LTD., 
77 Brook Street, London, W.! 


SPACE BUYER of well-known London 
agency requires an assistant. Some 
knowledge of media. rates, etc., an ad- 
vantage Good opportunity for right 
man. Write giving details of ex- 
erience, age, etc., to 

mx 3811 Ad. Weekly 180 Fleet St BC4 


*Phone 


CLASSIFIED ADVERTISEMENTS 


RENSON ADVERTISING LTD 


specialising in technical accounts 
require immediately a 


JUNIOR ARTIST 


with two or three years studio experience in preparing finished 
artwork: good lettering ability essential. 
Only written applications will be considered. 
Send full details of experience and state age and salary 
required to 
RENSON ADVERTISING LTD 
16 Albemarle Street, London, W.! 
Registered Practitioners in Advertising 


ADVERTISEMENT REPRESENTATIVE 


THERE 1S A VACANCY in the Adver- 


required for Liverpool with ideas tising Department of a lcading firm of 
initiative and drive. Not more than 4‘ office equipment manutaciurers (orfices 
Give full details (by letter in first W.C.2.) for a man or woman assis 
nstance) of experience, present position, tant on the PRODUCTION side. Appli 


etc Staff Manager, Liverpool Daily cants must have a methodical dist 


Post & Echo Ltd., Liverpool. tion and be prepared to assume respon 
sibility for the planning and progressing 
of work, and the maintenance of im 
portant records Experence in magazine 
ADVERTISING layout and sub-cditing is casential 

knowledge of and interest in photo 
graphy would be a distinct asset, The 
EXECUTIVE salary paid will be commensurate with 
experience and the Prospects and 
. amenities are excellent bive-day week 
required by prominent multiple or- Staff restaurant. Write in your own 
ganisation with branches throughout hand, stating age and giving a brict 
Outline of experience since 1945, to the 

Great Britain, selling a wide range of Advertising Manager 
textile and non-textile merchandise Box 3695 Ad. Weekly 180 Fleet Si BC4 
Applications are invited from men WINDOW DRESSERS required by large 
: London brewery Previous exp nee 
with extensive experience of aggres- of Off Licence window dressing whilst 
sive sclling methods in the retail desirable, is by no means essential). If 
, you have imagination, ability and want 
trade who can produce sales promo- to )0in @ team of real enthusiasts, write 
tion schemes, Must have good giving details of experience ! salary 

required to 

knowledge of advertising copy, lay- Box 3826 Ad. Weekly 180 I cet St EC4 


out, signs, posters, colour schemes 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXPERIENCED 
PRODUCTION MAN REQUIRED 


Leading London Agency needs a 
man who is fully conversant 
with all aspects of mechanical 
production; quick, accurate a 

able to lead one of three pro- 


duction groups handlin eer. 
tant National and echnical 
accounts. 


Full details of age, experience and sa 
required to Production Manager Box Sem 
Advertiser's Weekly 180 Fleet St EC4 


GENERAL ARTIST 
mercial Studio 
with experience 
(No ee 
good sala 
Box 1846 Ra Weekly 180 Fleet St BC4 


for London Com- 
Must be first class man 
in use of Acrograph 
Ideal conditions and 


The Publicity Department of a 
National newspaper seeks a 
really 


FIRST-CLASS 


IDEAS MAN 
and 
COPYWRITER 


with journalistic experience. 


Write stating age, experience 
and salary to 
Bon 1690 
Advertiser's Weekly 180 Fleet $t EC4 
N.B. This vacancy is known to the members 
of the department concerned. 


BOOK-KEEPER /SHORTHAND TYPIST, 
malic or female, required as assistant 
to Accountant in Technical Advertising 
Agency Experience of space buying 
and preparing space schedules also 
desirable. Should be quick worker and 
be able to grasp facts and detail with- 
out supervision 
Box 3542 Ad. Weekly 180 Fieet St EBC4 


and attractive presentation of 
merchandise. The appointment will 
be based on London and offers 
scope tO an energetic 
sound ideas and the 
outlook in rapidly expand- 
Attractive four- 
salary and annual bonus, 
with good life assurance and pen- 
sion scheme. Applications, which 
will be weated in the strictest 
confidence, must give full informa- 
tion including age, education, special 
qua'ifications and details of career 
to Staff Manager. 
Box 3818 
Advertiser's Weekly 180 Fleet 6t EC4 


exceptional 
man with 
right 
ing Company. 
figure 


ECHNICAL PUBLICATIONS DE- 
PARTMENT of well-known-acro engine 
firm requires: TECHNICAL AUTHORS 

ible to initiate, visualise, write and 
supervise completion of Sales Brochures 


and Instructional Literature on techni- 
cal subjects LC., Electrical or Air- 
craft nai neering training and previous 
exm c essential. ECHNICAL 
ARTIS 1 S—able to prepare sectioned 


perspective drawings from blue prints. 
and preterably also work them up for 
half-tone reproduction. Only fully com- 

r artists required LAYOUT 
ARTISTS—able to design, and specify 


ail for printing. Company. 
tion and manuals. Accurate 
na off essential. Good salary to 
> applicants Pension scheme, 
sports ground and Socia! Club. Please 
reply quotas ref. DIE. to 


layouts for 


Box 3692 Ad. Weekly, 180 Fleet St EC4 write, first, 
ISU ALISER /COPYWRITER wanted by ave me 
well kao ywn Agency handling Engineer- have done, 
nz yunts. State fully experience, sali 

age and present salary, ° s salary to 


to 
Box 3560 Ad. Weekly 180 Fleet St EC4 


REATIVE MAN wanted by London 
IPA. Agency to work immediately 
under existing creative chief, Capacity 
for producing finished roughs of own 
ideas and interpreting those of other 
people Agency experience essential. 
Fullest details in confidence to 

Rox 3700 Ad Weekly 180 Fleet St BC4 


Advertiser’s Weekly - 


We want a 


Chief 
Visualiser 


for medium-sized London Agency, 
well-known and expanding fast. 
Here's an opportunity, 
probably for a man who has 
directed the art on a group of 
major accounts in a large agency, 
who would welcome wider 
terests with all Accounts in this 


Your experience will tell us if 
you're likely to fill the bill. Please 
telling us what you 
and your ideas on 


Box 3847 
180 Fleet Street - 


in- 


London 


your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


“ILLUSTRATED” has vacancy for a 
Chief Sub-EPditor his is an important 
senior position A first<lass experi- 
enced journalist is wanted, with a flair 
for detailed sub-ed ting, titling and cap- 
tion writing plus the ability to 
visualise and plan picture-story treat- 
ments, to co-ordinate with the work of a 
team and to supervise production trom 


the make-up stage to going to press 
Applicants should write in th first 
instance to Edi orial Manager (Genera 
Magazines) Odhams Press Ltd., 189 


Hah Holborn, WC. Testimonias 
are not ne sary but evidence of pre 
vious experen vw oof constructive 
approach to the job offered will be 
of advantage 

WASHING MACHINE MANLFAC- 
TURERS require additional Publicity 
Representative for North of England 


experience of window and interior dis 
play desirable; applications to “Servis 
Piectric Washers I Penny Bank 
Chambers, North Parade, Bradford 


TYPOGRAPHER 


wanted by 
PRITCHARD, WOOD 


a typographer with some adver- 
tising agency experience and 
having good grounding in typo- 
graphy and production methods. 
Write fully, giving age, partic- 
ulars of experience and salary 
required to Mr. H. C. Caffin 


F. C. PRITCHARD, WOOD AND 
PARTNERS LTD 
25 Savile Row, W.! 


WE ARE LOOKING for a good all- 
rounder, who can turn out hard selling 
copy and look after production detai!s 
Some familiarity with the motor cycle 


and motor accessory business will be an 
advantage, but what is mainly wanted 
is the ability to act upon instructions 
conscientiously and intelligently, Com- 


mencing salary around £500 
Box 3823 Ad. Weekly 180 Fleet St EC4 


Situations Vacant: 


222 


CLASSIFIED ADVERTISEMENTS | 


“The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 


unless he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies 


Order 1952.” 


pc require a 


VISUALISER -TYPOGRAPHER 


with good agency experience, who can pro 
examples of original visuals and final 
advertisements or print; who is a good de 


can initiate ideas and 


in terms of ad vertising values. 
brief particulars of experience to 

The CreativeDirector, Pictorial Pub 
28 Denmark Street, London, W.C.2 


s accustomed to thi 


duce 
signer, 
r ing 


Write with 


licity Co. Ltd., 


PRODUCTION, 


LADY CLERKS wanted as clerical assis- 


tants in the Willing Organisation, Space 
and Accounts Department Advertising 
experience not essential but good 
typing, knowledge office routine, apti- 
tude for figures and initiative desirable 
Five-day week Write first instance 
giving details of experience, salary re 
quired to Staff Director, Willing House, 
356, Grays Inn Road, Es 


Leading agency (n 
West End require a man with knowl- 
edge of blocks and printing and a flair 


for detail Interesting work with re- 
sponsibility for a group of accounts 
Write with details of experience and 


salary required 
Box 3681 Ad. Weekly 180 Fleet St BC4 


LAYOUT ARTIST 


ideas. 


SHOE ARTIST 


illustration. 


TYPOGRAPHER 


GENERAL ARTIST 


their best advantage. 


to 


GEE ADVERTISING 


are making the following additional appointments 
and invite serious applications from first-class 
agency-trained men or women: 


one able to create slick polished layouts, of pre- 
sentation standard, from both his own and others’ 


whose style is not limited and is virile and flexible 
but based upon a sound technique of realistic shoe 


an essentially creative user of types but who has 
practical experience in applying his knowledge to 
the ever-changing pattern of present-day campaigns. 


with a high standard of all-round finished art and 
who is sufficiently creative to interpret visuals to 


All the above are important positions of a permanent 
character offering sound, progressive futures. 
be in accordance with the successful applicants’ capabilities 
and on the generous side. All applications in strict confidence. 
Specimens and full details of experience should be addressed 


Salaries will 


ART DIRECTOR, GEE ADVERTISING LIMITED 
WELFORD ROAD AND CARLTON STREET, LEICESTER 


| 
| 


SALESMAN 


mew theatre media, uscd to 
dealing with retai| wades. London area 
Box 3844 Ad. Weckly 180 Fleet St EC4 


PRODUCTION. Vacancy exists with 
well established London Agency for ex- 
perienced production man Previous 
agency experience essential, Write 


fully 


Box 3609 Ad. Weekly 180 Fleet St BC4 


| 
| 
| 
| 
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APPOINTMENTS VACANT 


JANUARY 29, 1953 


AN OPPORTUNITY 
occurs in a London Agency for 
a young 


ASSISTANT ADVERTISING 
EXECUTIVE 


Ideas and Layout man with all 
round experience to work on 
medium sized accounts. Full 
particulars and salary required 


to 
Box 352! 
Advertiser's Weekly 186 Fleet $1 EC4 


RELIABLE 


JUNIOR ASSISTANT re- 
female) to work in 
Advertising Department of Pharmaceu- 
tical Company erson with some 
knowledge of Advertisement Layout 
and Design, who wishes to gain further 
experience. ‘S-<day week Write Box 
W.2030, Haddons, Salisbury Square, 
London, E.C.4 


quired (male or 


COPY DETAIL assistant with methodical 


mind and Agency experience (age 20/21) 
wanted to work on group of active 
accounts. Apply to Service Director, 
Reid Walker Advertising Ltd., Salisbury 
Square House, E.C.4. Phone CENtral 
834 


SILK SCREEN PRINTERS— Experienced 


and Trainces required. Five day week. 

Permanent positions to right applicants 
TRAPINEX Sot hy =" 176/188 

ACRE LANE, BRIXT S.W.2 


ADVERTISING MAN aeuiead for pro- 


gressive position. State experience, forte 
and salary required 
Box 3822 Ad, Weckly 180 Fleet St EC4 


W. M. de MAJO 


has vacancies for experienced 


|. ASSISTANT DESIGNER for DISPLAY and Exhibition 
Design. Must be capable of executing complete working 
drawings and presentation visuals. Appreciation of con- 


temperary design essential. 


2. COMMERCIAL ARTIST for finished drawings, mainly 
display and packaging. Must be really neat lettering artist, 
capable of executing first class block drawings. 


Both vacancies offer permanent, interesting jobs for keen, 


industrious men. 


Send specimens—stating briefly experience and salary re- 
quired—to Miss H. Jobbins, 33 ! sbilee Place, S.W.3. 


YOUNG 


LAYOUT ARTIST with modern and 


Original ideas required for cinema pub- 
licity Knowledge of silk screen pre- 
ferable. Write 


Box 3684 Ad. Weekly 180 Fleet St EC4 


ENERGETIC ADVERTISE- 
MENT REPRESENTATIVE wanted for 
South London newspaper Give full 
details of experience 

Box 3682 Ad. Weckly 180 Fleet St EC4 


’Phone your Classifieds 


SCOTT TURNER & 
ASSOCIATES LTD. 


want a young lettering 
artist, about 22 years of 
age, able to do good 
finish on smallish work. 
*Phone Miss Isted, REG 
0481 or write to 17 Dover 


Street, W.1, for an ap- 
pointment. 
POINT OF SALE DESIGNER (3 


dimensional) used to working on wood 
plastic, metal, hardboard, etc This 
position is with a large manufacturer 
in North London and will suit a young 
man aged about 25-30 who wants to 
improve his present position Write 
full details of experience and salary 
gueteet Box AC 78702, Samson 
larks, S7/61 Morumer Street, W.1 


to CHA 8844 (Ex 25) 


SECRETARY 


required for manager of 
Media Department Experience 
space department procedure and short- 
hand ‘typing ESSENTIAL. Presentable 
appearance. Salary according to quailifi- 
cation 


Box 3825 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ARTIST 
We are looking for an Assistant to 
our Art Director 
He must be a good artist, familiar 
wih technical subjects. capable of 


receiving and intelligently interpreting 
instructions direct from Clients. 

In short, we want an_ enthusiastic 

young man with organising ability, 

who can, in a few years, take over 
the duties of our Art Director. 
The Studio is situated in South 

Yorkshire 


Box 369! 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED LETTERING 


STENCIL 


AMBITIOUS JU NIOR 


ARTIST 


for smal] studio Details and salary 
required 


Box 3809 Ad. Weekly 180 Fleet St EC4 


ESTABLISHED REPRESENTATIVE no 


limit to carnings Display, Silkscreen, 
Exhibitions Goodilands, 773 Fulham 
Road, $.W.6. RENown 1563. 
CUTTERS tu! ly experienced 
SILK SCREEN work. 
Recbenend positions 
Salary according to age 
and experience Apply. TRAPINEX 
LIMITED, 176/188 ACRE LANE, 
BRIXTON, S.W.2 


required for 
Five day week 
to right men 


“<(male) for Pro- 
duction oan Progressive West 
End Age 


Box 3683 mad Weekly 180 Fleet St EC4 
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JANUARY 29, 1953 


APPOINTMENTS VACANT 


SPAIN. Writer for handbook chapters 
required, cither sex, reading Spanish. 
Speedy typing. immediate departure 
Madrid. ‘Phone CEN. 2742 

YOUNG MALE ARTIST used to smaii 
badge and jewe! ske'ches and lettcring 
Bring samp!es of work Toye & Co 
Ltd.. 26 Red Lion Square, W.C.1 


PRODUCTION 
ASSISTANT 


Young man or woman required 
with sound agency experience in 
the internal administration of 
accounts. Able to order blocks, 
typesetting and print. Apply in 
writing with full details of age, 
previous experience and salary 
required, to 
Staff Director 

STEPHENS ADVERTISING SERVICE LTD. 
11 New Court, Lincoln's Inn, W.C.2 


YOUNG MAN (finished Nationa! Service) 
required for City Advertising Agency 
One with clementary knowledge of 
Production and Copy Despatch pre- 
ferred but not essential Write stat- 
ing age, salary required and experience, 
it any 


to 
Box 3566 Ad, Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


ADVERTISEMENT MANAGER 
with first-class record of selling ability 
requires position on newspaper Of 
periodical 20 years London experi- 
ence, capable business organiser and 
correspondent, with original space 
selling ideas. Would entertain post 
as Senior Representative with a 

good group or publication 
Bo 


x S 
Advertiser's Weekly 180 Fleet St EC4 


SHORTHAND-TYPISTS, Private Secre- 
taries, Clerks, etc. If you are in 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Street, W.C.2. 
(WHltchall 5924). We specialise in 
efficient personne), a —_ 
PRODUCTION ASSISTANT, Adver- 
tising student with flair for visualising 
layout, copy of the uncommon varicty 
(specimens) secks opportunity to Wain 
for executive post 
Box 3673 Ad. Weekly 180 Fiect St BC4 
SALES PROMOTION. Young map 
executive experience in press relations 
advertising and literature, secks change 
to post with prospec, of advancement 
Write 
Box 3689 Ad. Weekly 180 Fleet St BC4 
YOUNG MAN (30) secks opening in 
Advertising Studio, Art School training 
and 24 years studio experience in dis- 
play and general artwork, plus keennecsas 
and ambition; does not consider himself 
fully experienced, but would be willing 
to accept traince position, Specimens 
of work availabie 
Box 3829 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT MANAGER would 
consider offer ot similar position. Ex 
perience in dealing with National ad 
vertisers, but would accept managership 
of trade journal if a leader in its field 
Box 3688 Ad. Weekly 180 Fleet St BC4 


THE OTHER SIDE 
OF THE FENCE 


Senior Advertising Executive, 
many years’ experience in 
every branch of advertising 
creation and production, in- 
cluding space-buying wishes 
to try “the other side of the 
fence” —-SPACE SELLING. 
Willing to take up the repre- 
sentation of good-class pub- 
lication only, technical or 
otherwise, in N.W. England. 
Box 382! 
Advertiser's Weekly 180 Fleet St EC4 
EDITORIAL MAN — copywriter, 31, 
wishes to join a new firm. Widely ex- 


perienced 
Box 3835 Ad. Weekly 180 Flect St BC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


COPYWRITER, 28. sccks position in 
Advertising Agency o¢ Publicity Depart- 
ment, Magazine production and pubii- 
city experience. Free lance writer 
Box 3508 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTATIVE, 
33, secks progressive post as advertise- 
ment manager representative on staff of 
reputable publishers 
Box 3827 Ad. Weckly 180 Ficet St EC4 

BOY 15 just left school. very willing 
Secks opportunity with newspaper 
offering prospects 
Box 3828 Ad. Weekly 180 Fieet St BC4 

A FIRST-CLASS SPACE SALESMAN 
with wide connections wil!) shortly be 
free to join established company He 
is under 40 and wil! be pleased to 
discuss your proposition Please write 
for facts and figures to 11 Grove 
Avenue, Moseley, Birmingham, 13 

FIRST CLASS FASHION Photographer. 
together with representative. wish to 
join established Studio. Can bring 
accounts, 

Box 3830 Ad. Weekly 180 Fiece: St BC4 

LETTERING ARTIST, 21. secks position 
in London Studio, Experienced in typ: 
faces, ticket and showcard writing 
Industrious and energetic worker, Please 
write 
Box 3831 Ad. Weekly 180 Fleet St BC4 

YOUNG ARTIST, (20) completes 
National Service 14.3.43, knowledge of 
type, layouts, seeks opportunity to 
become production assistant 
Box 3832 Ad. Weekly 180 Ficet St EC4 

FIRST CLASS LETTERING ARTIST 
seeks permanent position 
Box 3694 Ad. Weekly 180 Ficet St BC4 

SENIOR SPACE REPRESENTATIVE on 
major national publication is consider 
ing a change. Initiative, ability, contacts 
and under 35. What offers? 

Box 3693 Ad. Week!y 180 Fleet S: EC4 

ALL ROUND WOMAN ARTIST, 24 
keen worker. art schoo! training, re- 
quires opening in commercia! art studio 
No studio experience 
Box 3833 Ad. Weekly 180 Ficet St BC4 

YOUNG LADY, 19. three years art 
school, seeks traince or junior position 
with Studio or Agency. 

Box 3834 Ad. Week'y 180 Fleet St EC4 

LETTERING ARTIST, experienced, secks 
position London area. Studios only 
Box 3836 Ad. Weckly 180 Fleet St BC4 


FREE LANCE SERVICES 


LONDON WEST END 
STUDIO 


requires 
FIRST CLASS 
FREE LANCE 
ARTISTS 


for the following 


FASHION, 
FIGURE, 

STILL LIFE and 
LETTERING 


Please write giving details and 
phone number where possible 


Box 3642 
Advertiser's Weekly 180 Fleet St EC4 


ARTISTS capable of first class layout and 
design. Finished art work. Still life. 
Lettering. Men's Fashions. Mechanical 
itlustrations, Scraper Board Line of 
wash drawings for National and Trade 
Press advertising. Catalogues or jeaficts 
Seck additional work 
Box 3228 Ad. Weekly 

APPLICATIONS are 
lance artists specialising in illustrations 
for furniture and furnishings Apply 


first to 
Weekly 180 Fiee: St BC4 


Box 3838 Ad 
SHOWCARDS. — Iustrauons Fashion 
lettering work required 


180 Fleet St EC4 
invited from free- 


Drawing. and 
Box 3674 Ad. Weekly 180 Ficet St BC4 


’Phone your Classifieds 


FREE LANCE SERVICES 


CREATIVE LETTERING 
Quircd tor oOccaswnal 
designer. M.S.1LA 
Box 3840 Ad. Weck 

AMBITIOUS, EXHIBITION DISPLAY 
DESIGNER requires position or free- 


lance COMMUISS)ONs 
Box 3837 Ad. Weekly 180 Fleet St BC4 
SILK SCREEN COMMERCIAL AND 
FIGURE ARTIST, with tull working 
knowledge of process, can supply cor- 
reolly prepared artwork. Roughs, sien 
cils, Positives, colour 
Box 3595 Ad. Weekly 180 Fleet St BC4 
FREELANCE Technical Ulustrator seeks 
COMMLUSS Uns. 
Box 3839 Ad. Weekly 
ART GROUP open ty 
catalogues, folders, packages. “Forest 
Studio,”” 31, Premier Kd. Nottingham. 
TO ADVERTISERS and Agencies, may 
we inspect your Posters 
Box 3672 Ad. Weekly 180 Fleet St BC4 
AT PRICES that allow a profit. reiouch- 
ing, lettering and layout with a per- 
centage discount, Write 
Box 3659 Ad, Weekly 180 Ficet St BC4 
COVERING BRISTOL, the West and 
South Wales for reliable poster inspec- 
tion, new site vetting. planning appli- 
cations and negotiations undertaken 
Continual personal contact with local 
authorities 20 s«years’ experience 
INCH. 48 City Road, Bristol, 2 


ARTIST re- 
commussions by 


180 Fleet St BC4 


180 Fleet St BC4 
extra: lettering, 


BUSINESS OPPORTUNITIES 


ADVERTISER'S WEEKLY 


ACCOMMODATION 


TO RENT £1 per week inclusive, desk 
by window and tclephone in large well- 
lit studio (Ad. Agency). Apply 
Box 3687 Ad. Weekly 180 Fleet St BC4 

WEST END AGENCY offers light furn- 
ished studio with all services to two 
competent artists on favourable terms. 
Ample orders finished artwork guaran- 


teed. : 
Box 3841 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


OVERSTOCKS quad crown cartridac 
art 90. To-day's price leas 5 per cent. 
Box 3843 Ad. Weekly 180 Ficet St BC4 

ADDRESSOGRAPH FRAMES for sale 
35s.—-1,000; Cabinets 70s. each. M.S.S 
49 Tatterham Grove, Epsom 

MAGAZINE for sale. West Country. 
High class illustrated quarterly. Excel- 
lent advertising comacts. Reply 
Box 3842 Ad. Weekly 180 Fleet Sit BC4 


MISCELLANEOUS 


DEBTS collected throughout Britain 
result—-no commission:—Brilegal 
tablished 1919), 80 = Leeds 
Bradford 


_ PRINTERS 


OLD ESTABLISHED PRINTERS produc- 
good quality work are now 


and 


No 
(Es- 
Road 


limited circulation. The service offered 


is reliable and the utmost co-operation 
will be given. 


Box 3598 Ad. Weckly 180 Fleet St BC4 


SHOW. CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
Photo-litho process plant) 
CARILLON PRESS LID. 
Fine Colour Printers. Bournemouth 
Telephone: Boscombe 4683 
London Office: 98-100 Ficet Su. E.C4 
Phone: CENtal 1740 


PERIODICALS 
WE HAVE CAPACITY available for the 
production of several more journals. 
Quality work. 
(Competitive prices. 

Deliveries to City daily. 

Lowe & Brydone (Printers) Ltd., 

Road, N.W.i0. ELGar 782! 


ACTIVE DIRECTORSHIPS (two) avail 
able in fully recognised, successful, 33- 
year-old Advertisng Ager London, 
W.1., to replace a retwing member of 
present board of thr Applicants 
must be thoroughly experienced, versa- 
tile, Agency men of integrity, with a 
cheerful capacity for hard work. Pre 
ference given Ww those with proved 
creative ability and/or those who can 
introduce new business Six months’ 
trial period at full salary, with com- 
pensation as well as ful! return of 
investment, if agreement is then termi- 
nated This is a quite exceptional 
opportunity, Accountants’ figures for 
recent years indicating whole investment 
earned in 24 years’ max. Remuneration 
by fixed salary and Directors’ fees 
based on gross profits, £2,550 required 
for each block of 240 shares Reply 
fully and in confidence, to 
Box 3600 Ad. Weekly 180 Fleet St BC4 

PERSONAL SERVICE for the small 
advertiser..Kirkstudio Ltd., 24 Hol- 
born, E.C.1. CHAncery 4713 

A WELL FOUIPPED, we) staffed studio 
situated in the W4 district, offering 
layout and a!) finished artwork, secks 
a working arrangement with an adver- 
tising agency Write 
Box 3685 Ad. Weekly 180 Flect St BC4 
INDON AND PROVINCIAL ADVER- 
TISING agency is Open to consider 

vlections from exccutives handling 
their own accounts Reply in. first 
Instan 


two 
Box 3686 Ad. Weckly 180 Fleet St BC4 


ACCOMMODATION 


HOLBORN Bright furnished 
available near Chancery Lane 
CHA 4878 


Office 
£3 10s 


STUDIO SPACE 


Offered to all-round artist in return 
for layouts, etc. All finished artwork 
paid for and material provided, with- 
yut cost Use of ephone, etc. 
Studio is large and is 
entre of busy 

Ideal opportunity 

woman who des 

work whilst stil ving 
lance connections fu 
to 


flow 
own free 
st particulars 
Box 3557 
Advertiser's Weekly 180 Fleet 6t ECG 


| 


OLD ESTABLISHED PRINTERS, pro- 
ducing good quality periodicals, now 
have capacity for 
monthiies. Felix McGlennon Lid., City 

Clerkenwell 2765/6 


Garden Row, N.1 
PERIODICALS 


Weekly, monthly, quarterly magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
type setting, high-speed automatics. 
Careful supervision Please ask for 
prices. 

SUTTONS Printers 

Paignton Tei. 5542 


ADVANTAGEOUS YVERMS for printing 
monthly news sheets or emall weekly 
paper. Broadsheet or folio. Newark 
Advertiser, Newark 


LITHO OR LETTERPRESS 
FOLDERS, BOOKLETS 
SHOWCARDS, LABELS 

Good Work — Keen Prices 
Ask for Type Book 
TOWNSENDS of EXETER 
London Works: ORCHARD PRESS 
EASTCOTE. Pinner 7927 


SPECIAL ANNOUNCEMENTS 


” 


See January issue of 

ADVERTISER'S WEEKLY, pages 

166-167 and 169 for the Adver 

tising Services & Supplies Sec- 

tion, February 19 will be the 

next issue containing these 
Services. 


See January 8 issue of 
ADVERTISER'S WEEKLY, pages 
58 and 5% for the Monthly 
Register of Trade and Specia 
list Publications Section. Feb 
ruary 12 will be the next issue 
containing this Register 


to CHA 8844 (Ex 25) 


z= | 
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ADVERTISER'S WEEKLY 


THURSDAY, JANUARY 29, 1953 


Industry’s buyers and technical advisers 


read Personnel Management because it is 
the leading authority on latest theory and 


practice relative to 


Management of Personnel 

Welfare Training & Health 
Industrial Equipment & Management 
Safety & Accident Prevention 
Canteen Equipment & Catering 

Civil Defence in Industry, etc. 


To sell equipment or supplies to industry, 
or a service that improves output, cuts costs 
or promotes staff efficiency and health, use 
Personnel Management every month . .. the 
advertisement medium that reaches the 


industrial executives. 


Have you a current Rate Card ? 


y yes +6 Fe 
<i WELFARE © s 
EQUIPMENT 


180, FLEET STREET, LONDON, E.C.4. TEL. CHANCERY 8844 


| 
URGENTLY 
| WANTED 


Your 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone : Mitcham 2231-1881-4054 Telegrams : Destroying, Mitcham 


— STOP 


PAPER ACQUIRES AN 
EXHIBITION 


Birmingham Post & Mail Ltd. has 
agreed to acquire “Midlands Ideal 
Home Exhibition” which has been 

| held with increasing success each 
autumn since 1947 at Bingley Hall, 
Birmingham. Exhibition will in 
future be called “The Birmingham 
Mail” Midlands Ideal Home exhibi- 

| tion. Herbert Daniel Exhibitions 
Ltd. will continue to organise and 
manage it. 


THE MILKY WAY 


Clifford Harrison, marketing direc- 
tor, Horlicks Ltd. sent bottle of 
Horlicks to “Daily Express” writer 
Anne Edwards who ran strip car- 
toon guying Horlicks ads. 

Mr. Harrison said: “It was a 
very nice compliment to advertis- 
ing. | was exceedingly pleased with 
it. It was done so well and so 
gracefully.” 


Brooke Bond introducing “Bon” 
to replace their present coffee and 
chicory essence. Initially, it is on 
sale in London and certain provin- 
| cial areas, but national distribution 
| will be achieved shortly. Agents: 
Spottiswood, Dixon & Hunting. 


| Limited number of pages will be 
, available to advertisers in Corona- 
| tion souvenir programme produced 
| by Royal Opera House, Covent 
' Garden. 


“Yorkshire Observer” T 
Review published for first time since 
before war. Its 36 pages include 
graph showing fluctuations in wool 
prices over past 33 years as well as 
many textile and industrial advertise- 
— Will appear yearly hence- 
orth. 


Thomas Hedley & Co. Ltd. 
launched new industrial detergent 
“Orvus” for laundry, textile and 
catering trades. National distribu- 
tion. Campaign, handled by Lambe 
& Robinson, in trade press. 


David Cameron-Forrester, chair- 
man and managi director of 
Curtis Advertising Ltd., died yester- 
day (Wednesday). Aged 76, he was 
a director for over 30 years. 


Annual meeting Display Producers 
& Screen Printers tion at 
Café Royal, London, on Febru- 
ary 11. 


Coronation Year Congress of 
Midland Master Printers Alliance 
re 3 held at Bournemouth, May 
6—20. 


Average sale “Jersey Evening 
Post” July-December 1952 was 
15,919, increase of 339 over pre- 
vious six months. 


J. S. Nener, night editor, named 
acting editor, “Daily Mirror.” 


Published, by the Proprietors, BUSINESS PUBLICATIONS, Ltd, at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 


January 


1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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